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ANNOUNCEMENT 


On July Ist The Star League newspapers will open 
an office in New York. Mr. C. E. Lambertson will be 
in charge. 

The circulation and advertising growth of 


The Indianapolis Star 











Muncie Star 


AND 


Terre Haute Star 


is without parallel in the history of newspaperdom and 
has necessitated the employment of an exclusive repre- 
sentative, who will represent the three Stars and no other 
interests whatsoever. 

Mr. Lambertson is thoroughly in touch with The Star 
League newspapers and the territory covered by them, 
-having been general manager of The Terre Haute Star 
since its establishment in 1903. 


New York Office: 1315 Flatiron Building. 
C. E. LAMBERTSON, Manager. 
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Rowell’s American Newspaper Directory 
for 1906 is now ready for delivery; sub- 
scription price $10. Will be sent carriage 
paid to any address on receipt of price. 








Work upon the revision for the year 1907 is now in hand. Pub- 
lishers who wish to furnish a circulation statement for the year 1906, 
to appear in the Directory for 1907, the 34th annual issue, will be in 
time if their report is received on or before February 15, 1907. 


The book for 1907 will be issued in May of that year. The sub- 
scription price will be $10, the same as heretofore. 


* * * 

The book will report the name of every paper or periodical, the 
day or frequency of issue, will tell its politics or the interest to which 
it is devoted, the size and number of pages, the subscription price 
the date of establishment, editor’s and publisher’s names, and will 
accord a rating intended to make known its average issues for the 

receding year, to every paper or periodical believed to issue regu- 
Gay so many as 1.000 copies. For publishing such information 
there will not be, and never has been, any charge. 


* 

The publisher’s statement of what has been the number of copies 
rinted fora year, preceding the date of his report, is accepted if 
it sets down the date of each issue and the number of copies pro- 
duced which were complete and sufficiently perfect to be served to 
subscribers or sold to be read, dividing the total by the figures 
that indicate the number of separate editions, the result showing 

the average edition issued. - 

On receipt of five two-cent postage stamps the publishers of the 
Directory will send, to the publisher of any paper making applica- 
tion, a page from the last issue of the Directory, showing how that 
paper was described therein and the circulation rating accorded. 

On receipt of five two-cent postage stamps the publishers of 
the Directory will send, to the publisher of any paper making ap- 
plication, two copies of a large blank, pow a form for making 
up such a statement of copies printed as will be certain to meet 
the Directory editor’s views, if properly filled in. 

* 


If a publisher wishes to make any statement in his own behalf, 
to appear in the next issue of the Directory, to follow the catalogue 
description of his paper, he may say whatever he chooses at a cost 
of $1 a line for the matter inserted, which will be designated by ap- 
pearing under the heading ‘‘PUBLISHER’S ANNOUNCEMENT.” Six 
words average a line. If the announcement calls for 120 words or 
more the price paid carries with it a right to a free copy of the 
book (which is sold separately for $10). If cash accompanies the 
copy five per cent may be deducted from the price in consideration 
of advance payment. % * a 

Display advertisements to appear in the body of the Directory 
also entitle the advertiser to a free book, and will be inserted \% page 
for $20, 144 page for $30 and 1 whole page for $50; but these prices 
are doubled if a position for the advertisement is demanded on the 
same page or opposite the one where the catalogue description ap- 
pears of the paper advertised. These prices are also subject to the 5 
per cent reduction if cash, in full payment, accompanies the order. 

Address all communications to 


PRINTERS’ INK PUBLISHING CO., 
Publishers of Rowell’s American Newspaper Directory, No. 10 Spruce St., New York 
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LONG RANGE REALTY AD- 
VERTISING. 

’ SELLING ATLANTIC CITY SUBURBAN 
LOTS ‘THROUGH THE MAGAZINES— 
MR, ROMIG TALKS OF THE ATLAN. 
TIC CITY ESTATE COMPANY'S OP- 
ERATIONS WITH PLEASANTVILLE 
TERRACE AND PINEHURST—EDU- 
CATING PEOPLE TO INVEST—FOL- 
LOW-UP THE CRITICAL DETAIL. 





Two suburban tracts near At. 
lantic City, known as Pieasant- 
ville Terrace and Pinehurst, have 
been somewhat prominent in cer- 
tain magazines the past eighteen 
months. The advertisements were 
calculated to attract attention by 
their size, if for no other reason, 
occupying seldom less than a full 
page. These two tracts, belonging 
to the Atlantic City Estate Com- 
pany of Philadelphia, lie several 
miles from the famous seashore 
resort, one on the Pennsylvania 
and the other on the Reading rail- 
roads. The company bought them 
five years ago, and after they had 
been platted began to advertise 
them locally, selling to purchasers 
from Atlantic City and Philadel- 
phia. But in the summer of 1904 
operations were extended to the 
magazines, and the properties be- 
came a national proposition 

“What led to this move?” was 
asked of Wm. J. Romig the other 
day. Mr, Romig is vice-president 
of the company, its general man- 
ager, and has had charge of its 
magazine advertising from the 
outset. 

“The wide reputation of Atlan- 
tic City, and the real merits of 
our properties,” he replied. “At- 
lantic City is not only the most 
famous of all the ‘seashore resorts, 
but is the third city in the United 
States in point of rapid growth. 


NEW YORK, JUNE 20, 1906. 
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Free excursions that we ran out 
from Philadelphia carried an av- 
erage of 200 to 250 people per 
trip, and enough lots were sold 
to demonstrate the stability of 
the property. Though Atlantic 
City has a relatively small popula- 
tion, about 35,000 people, many 
lots were sold to purchasers there. 
The prices of lots were low— 
from $25 up, on_ installments. 
These considerations, with the de- 
sire that almost any one has for 
a seashore residence, seemed to 
assure good results nationally. 
“Our beginning was small in 
point of mediums used. We 
commenced with two magazines— 
the Saturday Evening Post and 
Review of Reviews. But in size 
of space we have never been small 
advertisers. Full pages have been 
taken from the start. Nothing 
less would suffice to tell the whole 
story of a large realty proposition. 
We believe in large space. Copy 
embodied two distinct themes— 
the advantages of having a home 
near Atlantic City, and the invest- 
ment value of property near so 
progressive a resort. Investment 
has been the leading theme, and 
we have found that the best re- 
sults came from educating per- 
sons in moderate circumstances to 
invest in realty. In the beginning 
our magazine advertising was left 
to the discretion of an agency, 
but a few months’ experience 
showed that there could only be 
dhe basis upon which to handle 
it—direct follow-up work from 
this office. It has always been 
placed through an agency. The 
Clarence K. Arnold agency, of 
Philadelphia, attends to this de- 
tail, and advises as to mediums. 
But only the nicest discrimination 
in inquiries, with personal corre- 
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spondence to suit the nature of 
each inquirer, could result in pro- 
fitable sales, 

“In the early stages of the 
Magazine campaign we attached 
great importance to quantity of 
replies. But now we know that 
character of replies is most vital. 
We have paid as high as $25 
apiece for inquiries, and they have 
been profitable. We have secured 
profitable inquiries as low as $3. 
A large number of inquiries have 
been brought through the maga- 
zines for as little as $1 apiece, but 
in few cases have they been worth 
it. The problem of weeding out 
and reducing the number of 
worthless inquiries has been 
greater than that of reducing cost 
of getting replies. At first we 
had many, but now, through selec- 
tion of mediums and discrimina- 
tion in following up, the propor- 
tion has been made a negligable 
factor. Worthless inquiries are a 
big item of expense where one’s 
follow-up system is elaborate. 
While we have form letters and 
printed matter that is mailed to 
each inquirer, practically all sales 
have been made through keeping 
in mind the fact that no two in- 
quirers are alike. The man who 
writes regarding one lot may be 
led through correspondence to in- 
vest several thousand dollars. 
Gauging each inquirer accurately 
by the charatter of his letters is 
the critical detail. 

“I don’t care to tell you what 
magazines have been most pro- 
ductive, but will say that last year, 
from an expenditure of $28,000 in 
magazines and mewspapers, we 
made sales of over $300,000 in 
these two tracts. Nationally we 
have found that the middle-class 
magazines paid us best. Our 
properties, do not appeal to well- 
to-do readers of the twenty. five 
and_ thirty-five cent monthlies, 
while many of the cheapef maga- 
zines have been so persistently 
identified with questionable in- 
vestment advertising that readers 
have no confidence in them. After 
the character,’ of mediums comes 
the question of geography. Most 


of our sales have been made east 
of the Allegheny mountains. 


At- 





lantic City is almost unknown 
west of the Mississippi river, ana 
circulation there is wasted except 
for Texas, which for some reason 
is among the best States I know. 
If we could get a good magazine 
circulating in the State of Lexas 
we should feel warranted in using 
large space in it regularly. Per- 
haps the fact that the State has a 
long strip of sea coast has some- 
thing to do with its understanding 
of seashore property. New Eng- 
land has been good territory. New 
York City was excellent until six 
months ago, when the town went 
mad on Long Island realty, 
spurred on by unwise editorial 
endorsement in newspapers. Phil- 
adelphia is naturally good, Boston 
is not as good as some of the 
smaller cities of New England. 
Chicago is interested only in 
Western realty. Our newspaper 
advertising has been largely local 
publicity in Philadelphia, with the 
use of dailies in Eastern cities 
that have developed unusual 
strength in the magazines, 

“You will find at the bottom of 
most of our advertisements, either 
magazine or newspaper, a coupon 
to be returned by the reader with 
a dollar, this money being sent to 
reserve a lot or lots with the un- 
derstanding that the company is 
to return it if the property proves 
unsatisfactory on further investi- 
gation. We have been at pains 
to experiment with the coupon. 
Some advertising has had none, 
but the dollar proposition was re- 
tained, and still other experiments 
have been made with advertising 
for a simple letter of inquiry, with 
no coupon or dollar deposit. After 
the returns were all in from these 
experiments we were unable to 
find as much as two per cent dif- 
ference between any of the differ- 
ent methods. One important fact 
disclosed is, that, where a coupon 
is printed, it must be a large one, 
with room for a man named 
‘Napoleon Higginbotham’ to write 
his name. Small coupons are 
wasted space. Coupon advertise- 
ments bring quicker results be- 
cause the work of replying is 
made easier for readers who act 
on the moment. But advertise- 
(Continued on pace 6, 
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Beware of Duplication 


of Circulation When Adver- 
tising 7 Farm Papers: : : : 








USE the Pierce 
AGRICULTURAL 
Weexutes and Get 
Absolutely [ndepen- 


dent Circulations. 














Advertising in farm papers is now by far the most productive of 
publicity ; but there is much duplication of circulation, leading to heavy 
loss unless mediums are intelligently selected. 


_ The three Pierce Weeklies—THE WISCONSIN FARMER, THE IOWA 
HOMESTEAD and THE KANSAS CITY FARMER AND STOCKMAN—have 
absolutely independent circulations. There is no duplication, no over- 
lapping, no loss of costly ammunition, Every volley you fire has its 
separate effect. 


Each of these three great farm papers is tremendously effective, too, 
Each one covers its own field adequately and abundantly. No supple- 
mentary advertising is necessary to move the business. 


THE WISCONSIN FARMER, published at Madison, Wis., cov- 
ers the great State of Wisconsin like a blanket. It also has a fine 
Minnesota circulation. It is unrivaled in its field. 


THE IOWA HOMESTEAD, of Des Moines, Iowa, is absolutely 
all-sufficient in Iowa and very strong in Illinois, Nebraska and neighbor- 
ing States. Over 50,000 in Iowa alone. Think of it—over 500 for 
every one of the 99 counties of this great, rich State ! 


THE FARMER AND STOCKMAN, Kansas City, Mo., is with- 
out a real competitor in Missouri, Kansas and Oklahoma when it comes 
to results. 


The three Pierce Weeklies above named have over 150,000 bona fide 
subscribers in this prolific territory from Wisconsin to Oklahoma—and 
no duplication whatever. Rates very reasonable for one, two or all. 
Address any one of them for particulars. 
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ments without coupons seem to 
bring replies from readers who 
are more earnest—they have been 
interested to a. point where they 
will take trouble to write a. letter, 
After our experiments, too, we 
now adhere-to the coupon in near- 
ly all advertisements, sometimes 
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to $300,000, represented between 
2,500 and 3,000 purchasers. Sixty 
per cent of these purchases were 
made by mail, but that proportion 
is not all to be credited to the 
magazines. We advertise in dail. 
ies as far away as Pittsburg, get- 
ting mail inquiries, and later the 








The Man Who Looks Ahead is the Man Who Gets Ahead at 


PINEHURST 


The New Suburb of Atlantic City 


(Eleven minutes from the Boardwalk on the Main Line of the Penasy!vania RR.) 


Offers the Seutet Chance of a Lifetime to Lay the Foundation of a Fortune 
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ITS LIBERAL PLAN of bape pe c= iam tae to all purchasers, while the building restric. 


ITS TAX-RATE IS “pe etapa ll charges for deeds or improvements 
ITS PRESENT VALUATION and prices of lots are bound to double or treble in the near future. 


make it an ideal home site, summer and winter. 
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taking space in a newspaper at the 
bottom of a large four-column 
advertisement to print a coupon 
only half as wide, reading matter 
down the side of the blank form 
making it conspicuous. 

“Our sales last year, amounting 





purchasers come to Atlantic City 
on the excursions that are run 
within a radius of 500 miles, in- 
specting their property. This 
ability of the property to stand 
inspection has been the chief ele- 
ment in stability. About one per- 
(Continued on page 8.) 
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In the Dull Season—Advertise 


Reprinted from Everybody’s Magazine for July. 


O many, hot weather im- 
mediately suggests the 
shady side of the veranda, 
a big palmleaf fan and a 
pitcher of iced lemonade. 

But there are some who 
think it wise to push the 
harder when the ball seems 
inclined to stop rolling. 

Their sweat is golden— 

there is no time so good to 
steal a march on your competitor as when he is 
asleep. And running expenses are not melted 
by the heat. 

The late summer months are an especially 
good time to start an effective advertising 
campaign—that is, one that looks for some- 
thing more than a few immediate replies. It 
is the season when everyone has most time to 
think of your proposition; it is the time of all 
times to make a first good impression, 

At the same time, it is, of course, the most 
difficult of all seasons to secure the attention 
of the people you wish to reach. You must 
think twice as long over your choice of adver- 
tising mediums, you must have a magazine like 
Everysopy’s that holds interest in winter 
and in summer, indoors and out, that is the 
favorite of the traveler and the vacationist, 
that is read on the train and the boat, on the 
beach and under the trees. 

Immediate, direct replies to most advertise- 
ments will be fewer in summer than in the fall 
or winter, because library tables and pen and 
ink are not always handy to the reader. This 
fact has led many business men into the belief 
that summer advertising is ineffective. It is 
not—except in the wrong place—but the re- 
sults take longer in coming and are generally 
incorrectly placed to the credit of latter adver- 
tising. 

Everysopy’s Classified Advertising will be 
more generally read this summer than any 
other advertising printed. You will note that 
we have tried to add to its interest this month 





by illustrating the headings most attractively. 
Single insertion advertisers will probably re- 
ceive fewer immediate replies in July and 
August than in September. But the business 
men we seek to reach, those whom we can in- 
duce to consider advertising seriously as the 
cheapest selling method known, will find there 
is no better time to start a six months’ cam- 
paign in Everysopy’s Classified Pages than 
with the August issue. By mid-winter, when 
some others are just making up their minds to 
begin, you will have learned the requirements 
of good copy, have prepared an effective ‘* fol- 
low-up’’—have interested many of Every- 
BoDY’s readers, have made new customers 
and have rounded up a large number of pros- 
pects, 

Advertisers in Everysopy'’s Classified 
Pages continue to report the most astounding 
results ever put on record by any publication. ,. 

F. J. Raymond, Columbus, Ohio, says: ‘‘ I 
received 120 replies from my classified ad in 
Everysopy's; from my ad in other publica- 
tions not over 40.” 

The Kent Realty & Investment Co.: ‘We 
have already made sales aggregating more 


than $20,000 directly from advertising in 
Everysopy’s Classified Pages.”’ 
The Interstate Realty Company: ‘‘Every- 


Bopy’s MAGAZINE has brought us better re- 
sults than all the rest of our advertising put 
together.’”’ 

An advertiser of piatios: ‘‘To say that we 
are well pleased with results of our ad in June 
number, is putting it rather mildly. Simply 
beyond our expectations. An honest proposi- 
tion placed in EveryBopy’s guarantees suc- 
cess. Count on us as one of your regulars,” 

The Stewart Check Protector of Chicago: 
* Early mails brought inquiries as well as cash 
orders. We should have replied to your favor 
sooner had we not been so extremely busy an- 
swering these inquiries.” 

There is no reason why you should not 
learn to advertise as successfully. Start with 
the very next issue. 


Send this Coupon with Copy and Check, before June 30th to be in time for the Aug. Number 





31 East 17th Street, New York. 


Kindly enter my order for 


of Everyrnopy’s MAGAZINE. 


repeat or to run new copy. 


ADVERTISING DEPARTMENT Everysopy’s MAGAZINE, 


Enclosed please find 
($2.25 per line) in full payment for first insertion—copy attached. 

Upon receipt of memo. bill on the 25th of next and each succeeding month (six- 
time discount to be credited on bill for sixth insertion) I will advise promptly whether to 
Very truly yours, 


190 








lines, six times, in the classified columns 








Address_ 





rate will be $3.00 per line. 


Allow about eight words to the line—most of Jast line for name and address. 
4 lines, 6 times, $50.00 $12.50 per line additional. 


Alter September 1st the classified 
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son im 500 Wi sends a dollar is 
likely to ask to have it rerunded, 
usually without seeing the prop- 
erty, but of this tritiing percentage 
‘ot retunds about sixty per cent 
ultimately send back their dollar 
and become lot owners, While the 
reputation of Atlantic City has 
been of immense value in interest- 
ing people, practically all who 
purchase lots either come on and 
look them over or have an in- 
spection made by triends near At- 
lantic City. We have made sales 
in many toreign countries—Egypt, 
Japan, Canaua and others. ‘nese 
purchasers oiten investigate 
through their consuls in this 
country, and buy purely for in- 
vestment. In ordinary realty 
purchases people usually look and 
taen buy. But the fairness of our 
offer has reversed this method. 
Our customers are largely made 
up of people who buy and then 
look. The proportion of cash 
buyers has increased as the prop- 
erty became known, but the pro- 
position is fundamentally an in- 
stallment one, and we have stead- 
ily kept in mind the man or 
woman who could put by a dollar 
or two each month. Collections 
have been systematized so that 
there are few lapses, but they are 
by no means automatic. One of 
my assistants is working con- 
stantly on them. We have adopt- 
ed the life insurance feature by 
which a lot is deeded over to the 
heirs of any purchaser who dies 
before payments have been com- 
pleted. 

“Purchasers are not drawn 
from the investing classes as a 
rule, but are men and women 
whom we attract by the easy pay- 
ment plan. But the confidence 
that readers have in a magazine’s 
advertising is, so far as our re- 
turns are concerned, very closely 
governed by the kind of invest- 
ment advertising it has been 
printing during the past few years. 
Some magazines that pulled busi- 
ness for us six months ago are 
to-day worthless because there 
have lately, been several failures 
of heavily advertised investment 
concerns that were admitted to 
their pages. One of these was the 
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Cash Buyers’ Union, and another 
the American Reserve Bond Com- 
pany, both in Chicago. Such tail- 
ures make magazine readers 
suspicious, but tney also -have a 
good ettect in making the maga- 
zines more cautious in accepting 
business. To some extent, too, a 
failure of a security investmeni 
concern helps a good realty pro- 
position, because in times ot finan- 
cial uncertainty people turn to 
land as a form of investment in 
which they get something that 
has tangible existence. in my 
opinion there was never so good 
a period for realty selling as now, 
after the life insurance and other 
financial revelations. The stag- 
nation in Wall Street shows that. 

“In addition to magazines we 
have during the past year given 
a thorough trial to religious pa- 
pers. With one or two exceptions 
like the Christian Herald they 
failed to show profitable returns. 
Many of them carry questionable 
investment advertising and their 
readers have lost money on such 
in the past. The religious papers, 
too, have been more ready than 
any other class of reputable me- 
diums to give editorial endorse- 
ment to unsafe schemes. I am in- 
clined to believe that their circu- 
lation does not change from year 
to year to an extent that gives it 
the same life found in good maga- 
zines—denominational lines hold 
the same readers for long periods. 

“In using newspapers we have 
followed our rule as to large 
space, preferring a half or full 
page to anything smaller. But the 
use of such large advertisements 
must be governed by careful dis- 
crimination in mediums, and also 
in the days the advertisements are 
printed. Some dailies that are 
unproductive on week-days have 
an excellent Sunday circulation, 
and vice versa. We like news- 
papers, and advertise heavily in 
those that show results.. They 
have one element that forever 
puts them out of reach of maga- 
zine competition in realty dAdver- 
tising—the ability to show quick 
returns. -There is no wait of a 
month or two to determine 
whether a newspaper pulls or not. 
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I believe also in ‘reason why 
copy. kealty must be tully set 
forth in advertising, and every 
reader is trom Miussouri. Full 
pages in magazines like the Sat- 
uruuy Lvening Lost have made it 
possinie to employ color. Whether 
tuis 1s an advantage or not we 
are unabie to say. But probably 
plain biack and white is as effec- 
tive so long as copy embodies 
plenty of gray matter. We have 
also adhered to illustrations, Our 
picture of the beach at Atlantic 
City, with its crowd of bathers, 
has become almost a trademark, 
and has a sure attraction for 
those who buy property for a 
summer home. Extensive use has 
also been made of a map that 
shows the relation of our tracts 
to Atlantic City, but I am not 
so certain that map advertising is 
good. ‘lhe best map is a distort- 
ed picture, and when you com- 
press several miles of country into 
a bird’s eye view, a few inches 
wide, there is apt to be misunder- 
standing on the part of readers. 
Lately we have made use of pho- 
tographs showing new houses go- 
ing up in Pinehurst and Pleasant- 
ville Terrace. Illustrations of im- 
provements are good because they 
show readers how values are 
rising, 

“Some of our best results have 
come without advertising at all— 
through circularizing customers 
who have already purchased, and 
writing letters regarding improve- 
ments. The customers’ list is a 
profitable medium in itself. An-- 
other factor in results has been 
personal attention to inquirers 
through our branch offices in prin- 
cipal cities. Where the volume 
of business developed in a city 
has been large enough we estab- 
lish a branch, use the newspapers 
freely and put the proposition on 
a local basis. Atlantic City’s rep- 
utation has been of importance in 
attracting attention, but when it 
comes to actual selling it might 
not do to rely upon it too con- 
fidently. I believe that good 
realty can be sold on a national 
scale quite without such reputa- 
tion to back it, provided the ad- 
vertiser takes the people into his 


confidence in the magazines and 
backs up publicity with straight- 
forward dealing.” 
Jas. H. Coins. 

ee ee 

A READER WHO HAD 

A HOME, 
The circulation man of a certain 


REACHED 


periodical received a complaint, the 
other day, from an out-of-town sub- 
scriber. His copy, he wrote, had for 


some time past reached him consider- 
ably later than was proper. Of course 
the letter was turned over to the post- 
office author:ties, who sent out a tracer. 
All they had to go on was the address 
—a postoffice box in a large Eastern 
city, but they located the cause of delay 
very promptly. The postoffice box, it 
appeared, was used by the State prison 
in that city; the subscriber was “‘board- 
ing’ there, and the keepers had been 
negligent in carrying the copies to his 
cell.—-New York Evening Post. 





HIGH WATE 





Marks in circulation 





don’t tell enough. The 





yearly average is better, 





but hest of all is the 


statement of circulation 





for each and every day 


of the preceding month 





printed in every issue 





of The Chicago 
Record- Herald. 

















German Families areLarge 


and large families are large consumers. 
Think what a quantity of conde the 140,(00 
or more German Families consume that you 
reach by advertising with us. Kate. 35c. 
flat. Why not let us run your ad in the 


Lincoln Freie Presse 








LINCOLN, NEB. 
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THE BEEF REPORT. 


1T HAS AN IMPOKLANT BEARING ON 
ADVERTISING—WHY MAKE AN 
HUNEST PRODUCT AND BUILD IT 
UP BY ADVERTISING, WHEN A 
HIGHLY-COLORED GOVERNMENT 
REPORT, CONCEALING THE NAMES 
OF GUILTY AND INNOCENT MAN- 
UFACTURERS ALIKE, CAN TEAR 
DOWN A WHOLE INDUSTRY IN A 
WEEK ?—EFFECT OF THE BEEF RE- 
PORT ON OUR CANNED GOODS 
TRADE IN FOREIGN MARKETS, 


The famous beef report of the 
Government, like all the assertions 
and warnings emanating from 
the Agricultural Department the 
past two years respecting foods 
and beverages, was scrupulously 
careful to conceal the names of 
manufacturers charged with 
adulteration and uncleanliness, as 
well as ot firms that were found 
commendable. No single brand 
name is mentioned in its text. 
But a body of anonymous, highly- 
colored charges has been brought 
against a small section of a large 
industry, and the inference given 
that many allied industries are in 
an equally unsavory condition. 

The text of this report, together 
with the wide newspaper comment 
upon it, has not only caused loss 
already to many manufacturers in 
other lines in this country, but is 
believed to have entirely killed 
our foreign trade in canned goods 
of every character. Firms that 
have long adhered to the most 
scrupulous modern methods of 
manufacture suffer in the same 
degree as the guilty. In the case 
of canned goods, some of them 
will doubtless feel the effects long 
after the wider interests of the 
beef packers have been built up 
again. This is all a direct result 
of the anonymous character of 
Government attacks. The mis- 
chief has now been done, and no 
correction would rectify matters. 
The injury to many advertised 
food articles of unquestioned 
merit, purity and cleanliness, must 
he very wide. Thousands of dol- 
lars spent in the past to build up 
trade are largely wasted. 

The following open letter to 
President Roosevelt and the 
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American nation, published in the 
newspapers ot New York, Boston, 
Philadeipnia, San Francisco, 
Washington, Pittsburg, Denver, 
Cleveland and Detroit, two days 
aiter the report was issued, states 
the side of the honest food man- 
ufacturer : 

The report of your Commissioners 
on the pack.ng industry ot Chicago 1s 
being published and commentgd upon 
by the press of this country, also vy 
the newspapers throughout tne . woriu. 
After reading that report, it stanus tv 
reason that a vast number of pcope at 
home and abroad, who are not well 
posted as to the ditterence betwen 
brands, will stop using not only cannea 
meats from Chicago, but canned goods 
ot every description. In this manner 
an incalculable amount of harm 1s 
being done to the canned goods in- 
dustry, which has rendered tor many 
years past and is to-day of ,great ser- 
vice to the community at large. 

We regret that if you feel confident 
the report of your Commissioners is 
true, you did not make the investiga- 
tion more thorough, so that the Amer!- 
can public and the world at large might 
know that there are packers and pack- 
ers, and that if some are unworthy ot 
public confidence there are others 
whose methods are above board and 
whose goods are of such high quality 
as to be a credit to the American 
nation. 

For twenty years we have manu- 
factured canned soups and _ canned 
meats of the highest grade, both as to 
quality and purity. We have spared 
neither effort nor expense to make 
them as good as possible. The clean- 
liness of our entire piant from cellar 
to roof is a matter of astonishment to 
our numerous visitors. By these meth- 
ods we have established a unique repu- 
tation, our best customers being those 
who know how our goods are made. 

But what about the millions who, 
owing to distance, lack of time or some 
other reason, are not able to visit us? 
How is the average consumer to know 
that the methods of all packers are 
not alike? What distinction does the 
foreigner, as a rule, make between the 
packer in Chicago or in New York? 
To him they are both Americans, and 
you have only to read the daily dis- 
patches from London to see that all 
American canned goods are now being 
shut out from the English markct. 
What can we do to counteract the bad 
impression which is being created 
against our products? Advertise? Out- 
side of the heavy expense that this 
will entail, no one will believe us after 
reading your report. 

These are some of the reasons why 
we consider the Commissioners’ state- 
ments incomplete. The examination 
of packing houses should have been 
thorough and not limited to a few; and 
if the matter had to be given world- 
wide publicity, then names should have 
been mentioned, with an individual re- 
port in each case, so as to enable the 
consumer to know who are the honest 
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packers and who are not, and thereby 
credit or blame be given where it be- 
longs. We appeal to your sense of 
justice and to that of the American 
people and ask the question, are we 
right or wrong? 
Respectfully, 
THE FRANCO- 4 hee 
COMPAN 
Jersey City Helabts, Ne 
Packers of honestiy and_ cleanly 
made canned soups, potted beef, game 
patés, invalid broths, ready-made en- 
trées, plum pudding. _ 


FOOD 


A Printers’ INK reporter was 
dispatched to the plant of the 
Franco-American Food Company, 
at Jersey City Heights, and was 
met there by Mr. Garrett, secre- 
tary of the company. After an 
inspection of the entire place, 
where for twenty years this con- 
cern has made a product that is 
probably not equaled in the world 
for high grade and high prices, 
Mr. Garrett stated that the com- 
pany’s protest was made with the 
idea of repairing to some extent 
the injury that had been done by 
the beef report’s anonymous at- 
tack. 

“What we have chiefly in mind 
is our branch in London, which 
was established not very long 
ago. Twenty years ago Mr. 
Alphonse Biardot, the originator 
of Franco-American goods, now 
dead, came to the United States 
as the agent of an English firm 
that made what are known in the 
trade as ‘stretched soups.’ These 
contained a considerable propor- 
tion of gelatine in place of soup 


stock. Soon after Mr. Biardot’s 
arrival he evolved our present 
soups, which are made of stock 
instead, and contain the highest 
grade of meats, vegetables, ete. 
These were submitted to his 
English employers, and they re- 


fused to manufacture them, say- 
ing that what was good enough 
for the English trade ought to do 
for America. Thereupon Mr. 
Riardot opened a small plant in 
New York, with a thousand dol- 
lars capital, and out of that start 
has been built the present busi- 
ness. with its $500,000 plant. Our 
goods are not condensed soups, 
understand, but delivered in cans 
ready for heating and_ serving 
without any additions. When we 
went into the English market 


with a branch in 
London, our goods very quickly 
wok Hritisn taste because they 
had no competitors in quality. A 
very gratiying trade has _ been 
built up over there, but we tear 
that the distrust created against 
all American canned goods, by the 
beef report, will have a destruc- 
tive eftect on our exportations. 
It is still too early to speak defi- 
nitely, of course, but that is the 
logical conclusion.” 

“Can the injury be repaired by 
advertising? Why not tell the 
public through advertising just 
how your products are made?” 

“We do not think the public 
would believe us. Wide adver- 
tising now would lead to the 
suspicion that we were among the 
guilty ones. When people can be 
induced to visit our factory and 
see for themselves, then they are 
convinced. But a printed story is 
different—less forceful. For many 
years we have kept open house 
here. An average of several hun- 
dred persons a week comes out 
from New York to see the plant, 
chiefly visiting grocers and their 
wives. To-day, after the publica- 
tion of our letter to the President, 
there have been about sixty vis‘- 
tors, some of them newspaper 
men. The Chicago Inter-Oceait 
called us up on the long-distance 
telephone a few hours ago and 
asked for information. We ar@ 
now planning to put in a special 
trolley car that will run from Jer- 
sey Citv to our plant, bringing 
over daily parties to inspect our 
works, and when this is readv, 
during the summer or in early 
fall, we shall put cards of invita- 
tion in the New York street cars, 
advertising for visitors. But while 
every person who can be induced 
to come out and see for himself 
is a valuable advertisement for 
our product, the effect on the 
whole situation is as nothing com- 
pared to the widespread damage 
done by anonvmous Government 
charges against the food industry. 
That has been as sudden and de- 
structive as an earthquake.” 

In Chicaco, following the beef 
renort, full page spaces were 
taken in the newspapers to invite 


some time ago, 
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the public out to see the plants of 
Armour & Company, Swift & 
Company, Morris & Company, 
Schwarzschild & Sulzberger Com- 
pany, G. H. Hammond Company, 
Anglo-American Provision Com-" 
pany, Omaha Packing Company 
and Libby, McNeill & Libby. 
These packing-houses have always 
been open to the public, for the 
Chicago stockyards have long 
been one of the city’s sights. In 
the advertising it was stated that 
the packers regarded the beef re- 
port as “highly colored, sensa- 
tional and untruthful.” 

At special meetings of the 
Chicago Commercial Association 
and Illinois Manufacturers’ Asso- 
ciation both of these bodies ap- 
pointed committees to investigate 


the meat industry on their own 
account, and their reports will be 
published, as well as transmitted 
to the President. It was agreed 
that the Government report was 
practically worthless because the 
men who made it did not come 
within the accepted definition of 
experts. 

It is said that as a result of the 
disturbance in the industry there 
is now a movement on foot to 
advertise the products of packers 
and other food producers who are 
outside the “beef trust.” The re- 
port has also stimulated interest 
in abattoirs built and managed on 
modern lines, and it is understood 
that capitalists are promoting 
“model packing houses” that will 
be widely exploited as such. 








The Advertiser, 


who is going to prepare lists and estimates for the Fall 
campaign will find Rowell’s American Newspaper 
Directory for 1906 a mighty handy, practical and 


economical assistant. 44 


magazines and periodicals revised to date. If you 


or the Agent, 


Over 23,000 newspapers, 


Cloth and gold; over 1,500 pages. 


10 Spruce Street (up stairs), 


estimate with Rowell’s Directory, you estimate on the 
safe side. § Send in your order NOW. { Every 
advertising agent—every advertiser who spends as 
much as five hundred dollars a year in general adver- 
tising—every maker of material and supplies used in a 
publisher’s office—and every firm who has occasional 
use for a partial or a complete list of newspapers, class 
papers and magazines published in the United States 
or Canada—ought to buy a copy of this Directory. 


paid upon receipt of price. 


SEND ORDER AND MAKE CHECKS PAYABLE TO 





The Printers’ Ink Publishing Company, Publishers 


Rowell’s American Newspaper Directory, 











$10 net cash, sent carriage 


NEW YORK CITY. 
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(A Roll of Honor } 


(FOURTH YEAR.) 


No amount of money can buy a piace in this list fora paper vet having the 
requisite qualificanion. 


Advertisements under this caption are accepted from publisners who, accord- 
ing to the 1906 issue of Rowell’s American Newspaper Directory. have submittea for 
chat edition of tne Directory a detailed circulation statement. auly signed and datea, 
also from publishers wno for some reason failea to obtain a figure rating in the 1906 
Direcvory, but have since supplied a detailed circulation statement as described above, 
vovering @ period of twelve months prior to the date of making the statement, sucn state- 
ment being available for use in the 19C7 issue of tne American Newspaper Directory. Cir- 
culation figures in the ROLL oF Honor of the last namea character are marked With an (> ). 

















These are generally regarded the publishers who believe that an advertiser has a right 


to know wnat he pays his nara casn for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing. 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 
gnuginebee. Ledger. dy. Average for 1905, 
22,06%. Best advertising medium in Alabama. 
ARIZONA. 
Phoenix. Republican. Daily arer. 1905,6.881. 
Leouard & Lewis, N. Y. Reps., Tribune Bldy. 
ARKANSAS. 


Fort Smith, Times. dy. Act. av. 1905, 8,781. 
Actual aver, for Oct., Nov. and Dec., 1905, 8.968, 


CALIFORNIA. 
Mountain View. Signsof the Times. Actual 
weekly average for 1905, 22.580. 

Oakland, Herald. Average 
1905, 10,260; May 19, 1906, 19.- 
GUAR 552. Only Pacitic Coast 
AN daily circulation guaranteed by 
TEEO Rowell’s American Newspaper 

Directory. 


Oakland, Tribune,evening. Average for 42 
months ending December 34, 1905, duily 18,431. 


San Franciseo. Pacific Churchman, semi-mo.; 
Episcopalian. Cir. 1905, 1,427; Muy, 1906, 1,700, 


San Francisco. Sunset Magazine, monthly, 





literary; two hundred and eigut es, 5x! 

Circuiation 1904, 48.916: year ending Nov., 05, 

59,416. Home Offices, 431 Calitornia Street. 
COLORADO. 


Denver. Clay’s Review, weekly; Perry A. oe: 

Actual ater. for 1904, 10,926, for 1905, 11,68 
Denver, Post, daily. Post Printing and Pub- 
lisning Co. Arer. for 1905, 44.8203 Sy. 60,104, 
Average for May, 196, dy. 58,73; Sy. 73.114, 
&27~ The absolute correctness of the latest 
circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of 
Cal Rowell’s American News- 
TEED paper Directory, who will 
pay one hundred dollars to 
the first person who success- 

fully controverts its accuracy. 


CONNECTICUT. 


Ansonia, Sentinel, dy. aa Sor 1905, 5,022. 
E. Katz, Speciat ‘Agent, N. 
ale timaneet. Evening Post, Sworn daily av. 
11,025, E. Katz, Special agent, N. Y. 


Bridge port. Telegram-Union. Sworn daily 
av, 1905.10,171. FE. Katz, Special Agent, N.Y. 





Mertden,. ape, evening. Actual arerage 
Sor 195, 7,537 

Meriden. anit Record and Republican. 
Daily average for 1905. 3.78. 

New Huven, Evening Register. oye. Actual 
av. for 1905,18,711: Sunday, 11,81 

New Maven, Pal!adium. dy. Aver. 1904, 7.8573 
1905, 8,686. E, Katz, Special Agent. N. ¥. 

New Haven. Union. Average 1905. 16,209. 
ist 3 mos, 1906, 16,486. E. Katz, Spec. Agt., N. ¥. 

New London. Day, ev’g. Aver. 1905, 6,109, 
E. Katz., Special Agent, N. Y. 


Norwalk. vening Hour. bet pd average year 
endti:o Dec.. 1905,3.170. Aprilcire., as certified 
by Ass’n Am. print all returns deducted, 2,869. 


Norwich. Bulletin, morning. Arerage for 

1904, 8.850; 1905, 5,920; now, 6,818. 
Waterbury. Republican. dy. Aver. for 1905, 

5.648. La Coste & Maxwell Spec. Agents, N. Y. 
DISTRICT OF COLUMBIA. 


Washington. Evening Star, daily and Sun- 
day. Daily averuye for 195. 85.550 (©©). 


FLORIDA. 


Jackaonville. Metropolis, dy. Av. 1904,8.7680, 
Average (95, 5,980. E. Katz, Sp. Agent, N. ¥. 


GEORGIA. 

Atlanta. Constitution. Daily average 1905, 
38,5903 Sunday, 48.731. 

Atlanta. Journal, dy. Av. 1905,46.088. Sun- 
day 47.998, Semi- weekly 5&6. 781; May. 1906, 
daily, 52.517; Sun., 53.977; semi-wy., 74, 281. 

Atlanta. News. Actual daily average 1905, 
24.402. S.C. Beckwith. Sp. 1g., N. Y. & Chi. 

Auguata. Chronicle. Only morning paper. 
1905 average. 6,048. 

Nashville, Herald. Average for May 1, 1905, to 
May 1, 196, 1,457. Richest county in 8. Georgia, 
agg overt 

Aurora. Beacon. Daily average for 
1905, 42,5803 Daily three months of 1906, 5, 913. 

Catro. Cit'zen. Led re January, Feb- 
ruary and March, 1906, 1,512 

Champaign. News. = —_ months 1906, 
daily, 3.076 ; weekly. 8.446 

Ohieage. Bakers’ el monthly ($2.00) 
Bakers’ Helper Co. Ar Average, For 1905, 4.100(@@) 


Chicago, Breeders’ Gazette. weekly; $2.0 
Averaye circulation 196. vs. to D Dec. sist, 66,605. 














Chieago, Dental Ri Review, monthly. Actual 
average for 1905, 8,708. 
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Chicago. Examiner. Arerage for 1905.144,- 


806 copies daily; 9% of circulation in city; 
larger city circulation than any two other Chi- 
cago morning papers combined. Examined b 
Association of American Advertisers. Smith 
Thompson, Representatives, 

Chicago. Farm Loans and City Bonds. Lead- 
ing investment paper of the United States. 


Chicago. Farmers’ Voice and Naticnal Rural. 
Actuai aver., 195, 80.700. Jun., 1906, 42,460. 


Chieago. Inland Printer. Actual average ctr- 
eulation Jor 1905, 15.866 (@ ©). 


Chicago, Orange Judd Farmer. Only agricul- 
tural weekly covering the prosperous Western 
States, ee age is never less than 90,000, 
The count made Uct. 20, 1905, showed 85,120 
ade subscribers. leaches nearly 90% of the post- 

Nebraska; 80¢ of the postoffices in 
Tilinois. Michigan, Wisconsin, Iowa and Minn- 
esota; half the povtoffices in indiana and Kansas 
and two thirds of those in the Dakotas. All ad- 
vertisements guaranteed. 

Ohieago, Record-Heraid. Arerage 1904, daily 

145.761, Sunday 199.400. average 1905, daily 
146.456, Sunday 204.559. 
&@ The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 


Chicago, Svenska Nyheter. weekly. 
average December, 1905. 21,775. 


Chieage. System. monthly. The System Co.. 
pup. Kastern office i Madison Ave., } -¥. Arer- 
age for year ending, March, 4906, 50.556. Cur- 
rent average in exeess of 60.000. 

Chicago. The Tribune has the largest two-cent 
circulation in the world, «nd the largest cireula- 
tion of any morning newspaper in Chicago. The 


UA 
ae 
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Sworn 


TRIBUNE is the only Chicago newspaper receiv- 
ing (©©). 
Peoria. Evening Journal om gy Sunday. 





Sworn daily average for 1905, 15.8 


Peoria. Star, evenings ana Sunday morning. 
Actual average for 1905, d’y 21,042. S’y 9,674. 


INDIANA. 


Evanaville. Journal-News. Ar, for 1905, i4- 
040, Sundays over 15.000. EZ. Katz, 8. A. 


Indianapolis, Up-to-Date Farming. 1905 av., 
156, 200 coms: monthly; 7éc. a line. Write us 

Notre Dame. The Ave Maria, Catholic weekly. 
Actual net average Sor 195, 24.390. 

Princeton, Clarion-News, daily and weekly. 
Daily average 1905, 1,447; weekly, 2,397. 


Riehmond. Sun-Telegram. Sworn av, 1905, dy. 
4. 


South Bend. Tribune. Sworn daily average. 
1905, 7.20%. Sworn aver. for April, 1906, 8,074. 


IOWA. 
Pavenport, Catholic Messenger, 
Actual average for 1905, 5,514. 


Davenport. Times, Darly arer. April, 11.966, 
Circulation in City or total guaranteed greater 
tnax any other paper or no pay Jor space. 


Den Moines. Capital. aaily. Lafayette foes 
publisher, Actual average sold 195. & 
Present circulation orer 40.0060. City and State 
errculation largest in Iowa. More local adrertis- 
ing in 1905 in 342 issues than any competitor im 
365 issues. The rate sive cents a line. 


Des Moines. Register and Leader—daily and 
Sunday—carries more “Want” and local display 
advertising than any other Des Moines or Iowa 
paper Average circulation Fo lation for apr., dy. 27.647. 


weekly. 


ers ‘ead City, ty, Daily av. 1904, 3.145: 
1905, 3.406 
Seeiinn, fae. rnal. Daily av. 1905, 5,882. 


Semi-veekly 8,0 
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Sioux itz, Journas. daily. Average for 1906 
sworn. Av. Jor Feb., 1906, 26,7038, 


Prints ha. a and most eke and local ad- 
vertising. Read in 8u per cent of the homes in city, 
Sioux Olty. Net sworn 


Tribune. Evening. 

ate. average 1905, 24,287 : Feb.. 1906, 26.426, 
he paper of largest ‘paid circulation. Ninety 

per cent of Sioux City’s reading puhlic reads 

he Tribune. Ouly Lowa paper that has the 

Guaranteed Star. 


KANSAS. 
MUutehineon, News. Daily 1905, 8.485. 
Katz, Special Agent. N.Y. 


Lawrenee, World, evening and week! 
printed, 195, daily, 8.578; weekly, 8.1 


EZ. 
.“ es 


Wichita, Star, wer. Averaye for year end- 
ng Junuary, 1906, 2.345 


KENTUCKY. 
Lexington, Leader. Ar. 05. evg. 4.694. Sun. 


6.168, £. Katz, Spec. Agt. 
Owensboro. Inquirer. Dy. av., 1905, 
May, '06, 2,622, Payne & Young, ‘N.Y. ad onie, 
MAINE. 


Augueta. Comfort, mo. W. H. Gannett, pub. 
Actual averaye Jor 195, 1.269.578. 


Auguata, Kennebec Journal, dy. and 
Average daily, 1905. 6.986, weekly, 2.090. 


0 ee Commercial. Average Jor 1905, daily 
9.453. weekly 29.11%. 


Dover. Mog eed Observer. 
average 1905, 2.0 


Lewiston. sean Journal, daily. 
1905, 7.498 (OO). weekly 17.448 (© ©). 


, Eatilion. MaineWooas ana Woodsman. weekly, 
. W. Brackett Co. Arerage for 1905, 8.07%. 


Portland. Evening Express. Average for 1905, 
daily 12.005. Sunday Telegram, 8,423. 


MARYLAND. 


Annapolis. U. 8. Naval Institute, Proceedings 
of ;¢.; copies printed ar.yr. end’g Sept. 1905,1,6%%, 


Baltimore, American. ay. Av, 12mo. to Jan. 31, 
‘06,64.187. Sun., 59.942. No return priv tleye. 


Baltimore, News, gaily. Evening News Pub- 
lishing aa Average 195, 60.678. For 
ay. 1906, 66.09 
The absolute correctness of the 
litest circulation rating accorded 


wy. 


Actual weeily 


Aver. for 


GUAR NEWS is guaranteed oy tne 
= of Rowell'’s American 
rEED ewspaper Directory. who will 


w 
pay one hundred do jars to the 
Jirst person who successfully con 
troverts its accuracy. 


MASSACHUSETTS. 


Boston. Christian Endeavor World. A leading 
religious weekly. 


Boston, Evening Transcript (O©). Boston's 
tea table paper. Largest amount of week aay aav. 


Loaton. fone. , apaee 1905, daily, 192.584, 
Sunday, 299.648. “Largest Circulation Daily 
of any two poo paper tn the United States. 
100.000 more circulat on than any other Sunday 
paper tn New ddvert go in 
morning and asternoon editions for one price. 
t2~ The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully cone 
troverts its accuracy. 

Boaton. Post. Average for May, 1906, Boston 
Daily Post. 285.6883; Boston Sunday Post, 
284.380. Daily gain over May, _ » tee 
Sunday gain Pies May, 1905, 44.6 
rates, Tr. 0. p ily. 20 cents; Ming ‘3 cents. 
pas, Grout Feat Table Paper of New Eng- 
and, 





aoe 
Yeeo 


Actual average 1905, 99.491, 


























Fall River. Mews Largest cir’n. Dally ar. 05, 
6.665 %) Robt. Tomes. Rep., 1/6 Nasswu St.. N.Y. 
Lynn, Evening News. Actual arerage ‘ins 1905, 
5,805. 
Springfield, Farm and heen ge National Agri- 
cuitural semi-monthy. Total paid circulation, 


872.464. Distributed at 5%. 164 postoffices. 
Eastern and Western editions. All advertise- 
ments guaranteed. 


Springfield. Goou Housekecping,mo _ .iver- 
age 195, 206,083. No issue .ess thun 200.000, 
Au advertisements gua: anteed. 


Springfield. New England Homestead. omy 
important agricultural weekly in New Englan 
Paia curculation, 40,000, Reaches every post- 
office in Mase. R. 1. and © vnn., and all in Ver 
mont, New Hampshire s and Maine. except afew in 
the woous. All advertisements guaranteed. 


Worcester. (’Opinion ppetane. dat!y (© ©). 
Patd averuye Jor 1906, 4.20: 


MICHIGAN. 


Adrian. Telegram Dy. av. last three months, 
195,5.171. Payne & Youngs. Specials. 


Grand Rapids, Kvening Press dy. <Arerage 
1905, 46.456, Covers Western Michigan. 





Jackson, Morning Patriot. Averiige May, 1906, 
6,078; Sunday, 6.508 ; weekly (April). 2.813. 


Saginaw. Courier-Herald. daily. punoes: 
Averuye 1905, 12,394: May. 1906, 14,271 


Saginaw. Evening News. on. Average for 
1905, 16,510; May, 1906, 19.48 


MINNESOTA. 
Minneapoiia, tarmers’ Tribune. twice a-week. 
W.J. Murphy, pun. Aver. for 1905, 46.428. 


Minnespoils, Farm, Stock and Home, semt- 
monthly. Actuai averige 1905, ST,18T; first 
three months 1906, 96,783. 

The absolute accuracy of Farm, 
Stocic a Home's circulation rating 
is guiranteed by the American 








[Velaro Newsvaper Directory. Circulation is 
AN practicutly conjined to the farmers 
Waa of Minnesota. the Dakotas. Western 
Wisconsin and Northern Iowa. Use 
it to reich section must projitably. 
Minnenpolla. Journal. Daily re. Sands, 


In 1905 average daily c:rculation 67.38%. Da ly 
average circulatio. for May, 1908, “Pb. 441. 
Aver, Sunday circulation, May, 1906,70.883. 
The wiute accuracy of the 
Journal's circulation ratings ts 
guaranteed bu the American News- 
paper Directory. It reaches a 
greater number of the purchasing 
classes and gues into more homes 
thai any — in its yield. It 
brings results 


Minneapolis, School Education, mo, Cir. 7 
9,5. Leading educationa: journal in the N. oy 


Sapeeie Tribsne. W. J. Murpnoy, = 
i867. Oldest Minneapolis daily. The Sunda 
Tribune arerage per issue Jor the first hese 
montns of 196 was $2,709. The datly Tribune 
averuge ver aN Sor the first three months of 

1906, wus 105,199. 

OIRCULAL'N The E ‘ening Tribune ts guar- 
anteed to nave a larver circula- 
tion than any other Minneap- 
olis newspaper's evening edi- 


y 


GUAR tion, he currier-delivery of 
AN the daily Tribune in Mmueap- 
TEED olis is many thousands greater 


1 than that of any other news- 
paper. he city oo gd 
by Am. Newa- alone exceeds 43.000 datly. 
paper Direc. Tribune ia the ressnuinna 
tory. jaunt Ad paper of ” 
apolla. 
WMinnenpoiia, Svenska gee TS Posten. 
Swan J. Turnblad, pup. 1905.51.51 
&t. Paul. A. O. U. W. Guide. ~~ weekly 
circulution for 1905, 22.42. 
St. Paul. Dispatch. Average net sold for year 
1905, 60.968 daily. 
St. Paul. Tbe Farmer. s..mo. Kate, 40c. per 
line, with discounts. Crrcularion for six months 
ending December, 1906, 92,625, 
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Net average circula- 
35. 80<. Sunday S2.- 


St. Paul. Pioneer Press. 
on Sor Junuary—taily 
Ste 


The absolute accuracy of the 
Pioneer Press circulation state- 
mets is guaranteed by tae smeri- 


UA can ae Directory. Ninety 
G AN R per cevt of the money due for sub- 
Maayy = scriptions is collected,showiny that 


subscribers tuke the paper because 
they want it, Alt mutters pertuin- 
tuy to circwation are vpen to tnrestigution. 


Winona. The Winona Republican - Herald, 
oldest, largest and bess newspaper in Minnesota 
outside the Twin Cities and Duluth 


MISSOURI. 
Joplin, Globe, daily. average 95, 13.294, 
Dec., 05,14,.0838. £. Katz, 2, Specual Agent, N. ¥. 


Kanana City, Western Monthly, . Reaches Loe 
tically all masi-order and general aavertisers 


St. Joxeph, News and l’ress. Cireulution 
1906, 35.108. Smitnc Thompson, Hust. Rep. 


St Louls. Courier of Medicine, monthly. 
Actual average fur 1905, 9,9%5. 





St. Louis, Interstate Grocer has three times 
more circulation than taoree other Missouri gro- 
cery papers combined, Never less than 5.00u, 

St. Louis. National Druggist. mo. Henry R. 
Strong, Editor ana Publisher. Average for 1905, 
8.041 (© ©). astern office, 59 Maiden Lane. 


&t. Louis. National Farmer and Stock Grower, 


monthly. Areray¢ ror 1903. 106.625: averave sor 
1904, 104.550: average fur 1905, 1¢ >. o41, 


MONTANA. 


Butte. Inter-Mountain. Sworn averave datly 
cire’n 195,11.576. Aver. Dec., 195, 12.09%, 


NEBRASKA. 


Lineoin, Daily Star. evening 








and Sunday morning. ctual 
Ae diuily averaye sor 114,15.259. 
teto For 19, 16.409. Only Nebd- 
raski pauper that has the 


Guarantee Star. 


Lincoln. Deutsch-Amerikan Farmer. weekly. 
Averuge 1905, 147.052. 
ae. Freie Pre-se, week ly. 
T1905, 1DO.T34 


Actualaverage 





Lig ed Journal and News. 
1905, 27,0 


oO. h ‘arm M 


Duily average 





monthly. Areraoe 
circulutwn year enring Junuury, 95, 40,714. 


NEW HAMPSHIRE. 


Telegravh. The only daily in city. 
'06,4,410 


Nashua. 
Sworn acer. for 6 mos, ending Mur. «), 


NEW JERSEY. 
Elizabeth. Journal. Av. 1904. 5,522: 1905, 
6.515; (st 3 mos. 196. 6.965: March, 1906,7.191, 
deraey City. Evening Journal. 
1905. 22.546. 
Newark. Evening Ne News. Evening News Pub. 
Co. average sor 1965. 60.102; Apr. ’06. 63,732. 
Plainfield. Daily Press. Average 19:5, 2.874. 
first; months, :906,2.9%1. 1t’s the leading paper. 
Trenton, Times, Average. 1204, 14.774; 1905, 
16.453; April, 13,525. Only evening paper. 


NEW YORK. 


Alb: . Evening Journal. Daily average for 
1905, 16.812. 0s the leading paper. 


Average Jor 
Last 3m ¥ Mos. 1905, 25,408. 








Binghamton, Evening Herald, daily. Herald 
Co. Aver.jor year end. March, 1906. 12,416 (3k 


ry Courier, morn, Av./905, Sunday 8¢,- 
ZA; daily 45.008; Enquirer, even.. 31.027. 
Buffalo. Evening = 

83.457; 1905 94, 


Daily average 1904, 
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Catekill, Recorder. 


4905 omerne. 8.811; May, 
#906,8.988. Best adv. medium in Hu 


dson Vailey. 





Corning. canter, evening. aAveruge, 1904, 
6.233; 195.6.59 
Goertinnd, Democrat Fridays. Est. 1840. Aver. 


1905, 2.126. Only Dem. paper sn county. 


Glens Falls. Times. Est. 1878. Only ev’g paper 
Average year endiny March «:1, 1906, 2,508. 


LeRoy. Gizette, est. 1826. Av. 1905. 2,287. 
Largest wy.cir. Genesee. nesee. Orleans, Niagara Co.’s. 


Newburgh. News. daily. Ar. 1905, 5.160, 
3,000 more than all other Newb gh puperscomoined 


New York City. 

New York. American Agriculturist. Best 
farm und family agricultural weekly in Middle 
and Southern States. Circulates 100.000 cop- 
ies weekiy, of which odes are actual paid 
subscribers, as per count of June 1,190. The 
extraordinary character and purchasing power 
of its readers is emphasized by the fact that 
AMERICAN AGRICULTURIST’S subscribers in New 
York include weeny Ae | in the State. In 
New Jersey it goes f all the postoffices; in 
Delaware 874, in Kouniioants 74%, in Ohio 85%. 
and to 20% to 40¢ of tne postoffices in the Southern 
States. All advertisements guaranteed. 


American ine (Leslie’s Monthly), Pre- 
sent average circulation, 256.108, Guaran- 


teed average, 250,000. Excess, 78.296. 


army & Navy Journal. Est. 1863. Actual weeily 
average for first 19 issues. 1906 1906. 9.592 (OO). 

Atlantis. Daily Greek news] newspaper. Actual aver- 
age for 105, 9.855. 


Baker’s Review monthly. W. RK. Gregory Co., 
publishers. actual arerage for 1905 5.008. 





Benziger’s magazine, tamily monthly. Ben- 
siger Brothers. arenes Sor 1905, 44.166, pres- 
ent cerculution. o 


Chpper, weekly (Theatrical). Krank Queen, 
Pup. U9., Lta. Aver. for 195, 26.228(OQ). 





Hardware Dealers’ Magazine. morthly. 
= 1995, averaue :ssiie. 19.020 (© ©). 
D. T. MALLETT. Pub.. 253 Broaaway. 


Jewish Morning Journal. Average for 1905, 
54.668. Only Jewish morning daily. 


Music Trade Review. oe crear and art week- 
ly. Average Jor 1905, &.34 


Printers’ Ink, a journal for advertisers, pub- 
lished every Wednesday. Established 1888. Ac- 
tual weekly arerage for 1903, 11,001. 
weekly average for 1904, 14,918. “Actual weekly 
average for 1905, 15.090 copies. Actual soockty 
average for the first seventeen weeks in 1906, end- 
ing April 25,1 ‘abe copies. 


The People’s Home Jourral. 544.541 monthly. 
Good Literature, 444.667 monthly, arerage cir- 
culations for 195—all to paid-in-adrance sub- 
scribers. F. M. Lupton. iigher. 

The Tea and Coffee Trace Journal. Averag 
errculation for year ending April, 1906, 5.2263 
April. 1906. issue. 3.210. 


The Wail Street Journal. Dow. Jones & Co. 
publishers. Daily arerage 1905, 18.158. 

The World. Actual aver. for 1905, Morn,. 205. 
490, Evening. S71.706. Sunday, 411.074. 


Seheneetady,. Gazette. daily. A. N. Liecty. 
Actual arerage for 1904, 12.574; 1905, 15.058, 


@yrucune, Evening Iteraid. dailv. Herald (o., 
pub. Aver. 1906, daily 35. 2. Sunday 40.098. 
Uttea. National Electrical Contractor, mo. 
Average for 195, 2.645 
otto A. Meyer. publisher. 





Utiea. Press. daily 
Average for 1905. 14.359 


NORTH CAROLINA. 


Raleigh. Biblical Recorder, weekly. Av. 1903, 

8,872. Av. 1904. 9.756. Ar. for 905. 10.206, 

Raleigh, Evening Times. Leads all afternoon 

3 in circulation between Richmond and 

Atlanta. Full A. P. dispatches. Actual daily 
qverage 1905, 4.251, 


PRINTERS’ INK. 








C.’s great- 
Sworn averuge 1W5, 10,202, more 
than double that of any other Raleigh duily, 40% 
greater than that of any vther daily in the Stute. 


Raleigh. News and Observer, N. 


NORTH DAKOTA. 
Grand Forks, Normanden. Av. yr. 05, 7,201, 
Aver, for Jan., Feb., Mar, and Apr., 196, 27,295 
OHIO. 
Ashtabula, Amerikan Sanomat 
Actual average for 1905. 10.766, 


Jolumbus, Hunter-Trader- “Trapper, or . 
Actual average circulation 1905, 22.708 


gee, 


Finnish 





Coshocton, Age, Diily ar, 1905, 2,128; in city 
10.000; factory puy-rolis “olis $150,000 monthly 

Dayton. Religious Telescope, werkly. 20c. 
por te line. Average circulation 1905, 20. Toe. 


pringtole, Farm and Fireside, over \ cen- 
wate leading Nat. agricult’l paper. Cir. 415,000, 


Springfield. Woman's Home Companion. 
June, 1906, circulation, 565,000; 115.000 above 
guarantee. Executive offices, N. =. City 

Youngstown, Vindicator. D'y ar, 05. 12.910; 
Sy. 10,178: LaCoste «¢ Maxwell. N.Y. & Chicago. 

Zanesville. ‘times-Kecorder. Sworn arerage 
1905.10,5¢64. Guaranteed double nearest com- 
petitor and 50% in excess combined competitors, 


OKLAHOMA. 
Oklahoma City, The Oklahoman. 1905 arer. 
11.161. Apr.,’06, 15,284. EH. Katz. Agent. N. Y. 


OREGON. 


Portland. Evening Telegram. Circulation 
1905, 22.142. Gain over 1904, S71. 
Portland, Journal. Dy. and Sy. ret aver. 
for May. 25,481. «aver. year 05. 21,9 
Portland, Pacific Northwest, me. 1905 arerage 
15,588. Leading farm paper in Stute. 


PENNSYLVANIA. 


Erle. Times, daily. arer. for 1905, 15.248, 
May, 1906, 16.958. E. Katz. Sp. Ag., N. Y. 


Harrisburg. Telegraph. Sworn ar., Apr.. 18.- 
76%. Largest paid circulat’n in H’b'g, vr no pay. 


oa nega nearly everybody reads THE 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual cir- 
culation of THE -yiccrnee for each day in the 
month of May. 1906 

















Total for 27 days, 5,898,549 copies. 
NET AVERAGE FOR MAY, 


218,465 copies a day 


THE BULLETIN’s circulation ficures are net; all 
damaged, unsold, free and returned copies have 


been omitted. 


LIAM L. eehaen, Publisber. 


WILil 
PHILADELPHIA, Juve 4th, 1 
Philadelphia, Vontectioners’ Journal. 

Av, 1904, 3,004; 1905, 5,470 (OO), 





mo, 
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The edition of the Woman’s 
Home Companion for June is 


505,000 


copies—115,000 above the 
guarantee. That’s good 
measure, isn’t it ? 


Advertising Manager 


Metropolitan Annex, Madison Square, New York 
JOSEPH A, FORD, Tribune Building, Chicago 
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Piiludeiphin, Farts Journal, 
mopta.y. ¥ ilwer Atkinson Com- 
pany, publisuers. Average for 
105, Sb%.266. Printers’ Ink QA 
awarded the seventh sugar bowl AN 
to Farcn vournal for the reason TEED 
taat that vaper. among ail those 
“puolisned t.. the Un ted States, 
“has oeen pronounced the one 
“tnat best serves its purpose as 
San educator and counseior 
“ror tne agrieultural popuia- 
“tion, and asan effective and 
“economical pays! ye com- 
“municat:ing om 
“through its wavertising commmns, we ‘Unlike any 
other paper.’ 
Philadelphia, German Daily Gazette. Aver. 
circulation, 1905, daily 51.508: Sunday, 44.46ig 
sworn statement, Circulation books upen. 


Philadelphia. The Press is 
Philadelphia’s Great Home News- 





paper, Besides the Guarantee 
oo Star,it has the “Gold Marks and is 
cnthe Roll of Honor—the three 
re A) most desirable distinctions for 
med newspaper. Sworn daily av- 
erage for 1905, 106,600; Sunday 

average April, 1906, 156.284. 
Philadelphia. The Merchants’ Guide, pub- 


lished weekl). ‘*The paper that gets results.” 


Pittsburg. The - rited Presbyterian. Weekly 
circulation 1905, 2 





Went Cauester. Local News, 
daily. W.H. Hodgson, «:erayesor 
1005, 1H.299. In its 34th year. 
Independent. Hus Chester County 
and vicinity for tts sield. Devoted 
TEED to home news. henre 18 2 home 
pauper. Chester County is second 
im tte in agricultural wealth. 
Willlameport. Gr America’s Greatest 
Weenlu Average 1905, 2° 26.7 T13. Smith & Taomp- 
son, keps.. New Fore and Chicago. 
Verk. Dispatch and Day. Average for 1905- 
18.551. Euters two-thirds of York homes. 


RHODE {SLAND. 
Pawtueket. Evening Times. Aver, circulation 
Sour months endiny April 30,°v6, 1F.EO02 sworn). 












Providence. Daily Journal, 17.623 ‘©€). 
Sunday, 20 aoe) Evening Brlletine?. 733 
averaye #5. Proviaence Journai Co.. pubs. 








Weateriy. Sin. Geo. H. Utter, pub. Aver. 1995, 
4.467. Largest circulation in Scuthern R. 1, 
SOUTH CAROLINA. 


Oharieaton, oe Post. actual dy. aver- 
age fur 1905. 4.300 


Coiumoia, State, Actual aver. 
ave Jor 1905, taily 9.587 copies 





GUAR (OO); sem:-weekly, 2.625, Sunday 
AN 735, 11,.072(OO). Actuai average 
Maa Jan.to April 50, v6, daily 10.717; 


Sunday 11.654. 


TENNESSEE. 


Knoxville. Sentinel. Arerage March 11.59%. 
Ca-ries more acvertising in six days than oes 
contemporary in seven. Write for information. 

Knoxvilie Journai and Trib- 
une. Da:ly average year ending 
December 31, 1905.13.018. Weerly 





Aaa venue 1904, 14.513 
AN One of only three papers in 
TEED the Scuth. and only pauper in 


Tennessee awarded the Guar wntee 
Star, The leader im news, circula- 
tion, influence and advertising patronage. 
Memphis. Commercial Appeal. duly, Sunday, 
weekly. average :#5, da:ly 38.915. Sunday 
DS. S87. weerlu, 80.585. Smith & Taompson, 
Representatives N. Y. & Chicago. 


Memphis. Times, funtey Circulation year 
endwny February, 1306, 2. 110, 
Naanville. Banner, dany. 
8,772; for 7904, 20.7033 for 
“TEXAS. 
Beaumont, Texss, Enterprise. Arerage 1905, 
5,487; present output over 10,000 guaranteed. 











Aver. for year 4 
1905, s0.227. 
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EF! Pause. Herald. 4v.105.5,011; Feb '06.5.568, 
Merchants’ canvass showed HERALD in 80¢ of hI 
Paso homes, Onity El Paso paper eligible to Roli 
of Honor. J.P. 3mart, 1 Nassau S8t.,N. ¥. 





San Angelo, Standard, weekly. Average for 
year ending May é, 196, 3,018 (RK). 


VERMONT. 


Barre. Times, daily, F. &. Langley. Aver, 195, 
3.02%, Sor last six mouths, 195. 8.691. 


Burtington, Free Press. Daily av. 05, 6.588. 
Now 7.200, or more. Laruest vity and State 
circulition, Examined by Association of Ameri- 
can Advertisers. 


Burlington, News, ays evening. os rg 
Laily average 1904, 6.018 3/9 5, 6.880; Decembe 
15, F491, 





Montpelier, Argus. Actual 


1905, 3.242, 


Rutland. Roald. 
erage 1905, 4.286 


Albana, Messenger, daily. 
Pry 1905, o.051. 


daily average 


Average 1904, 3,527. <Av- 


Actual average 


VIRGINIA. 


Danville, The Bee. Ar. 1905. 2.846, April 
196, 2.8365. Largest cir’n. Only eve’g puper. 


Richmond. News Leader. Sworn dy. av. 1905, 
29.54%. Lurgest in Virginias and Carolinas. 


Riehmond, Times-Dispatch, 
morning. 

Actual daily average uear end- 
tng December. 1905. 20.376. High 
price circulation with no wuste 
or duplication. In ninetu per cent 
of Richmond homes, The State 
paper. 


WASHINGTON. 


Tacoma. Ledger. Daily average 1905, 15.8443 
Sunday, 20.385: weekly, 9.642. 


over 
veto 


Taeoma. News. Arerage first four months 
1906, 16,212; Saturday, 17.687, 


WEST VIRGINIA. 


Parkersburg. Sentinel. oe. R. E, 
pub, Average Jor 15, 2.442 


Ronceverte. W.Va. News, wy. Wm. B. Blake 
&son, pubs. Average jirst 5 months »w6, 2,112. 

Wheeling. News. Daity paid circ. 11.196, 
Sunday pid crre., 11.887. er 1905. Guaran- 
tees a paid circulation equal to any other two 
Wheeliny papers combined. 


WISCONSIN. 
Janeaville. Gazette. d’ly and s.-w’y. Cire’n— 
average 1905, daily 8.149: semi-weekly 3.059, 
Madison, — Journal, dy. C:reulation aver- 
age 1905,%.482. Onlyasternoon paper. 


Milwaukee. Badger and Farmers’ Record, 
mo.; 75.000 copies (sf): rate a line; largest 
mo. farm journal eireiianicn in this territory, 

Milwaukee. Evening w isconsin, dy. <Av.s906, 
26.648; April, 1906, 29.894 (O©). 


Milwaukee. The Journal.ev'g. 
40.517: May, 1%6. 


Hornor, 

















4 id daily circu- 
over lution of The Milwaukee Journal 
18 double that of any rater Tigh nay 

re Eo ing and more than is the paid 


circulation of any Milwaukee 
Sunday newspaper. 


Onhkosah, Northwestern. dauy. Average for 
1904, 7.231. Average for the yeur, 1905, 7,68. 


T" WISCONSIN 
Agricotrorist. 


Racine. Wia.. Est. 1877. weekly. 
Actual ar. for 1905, 41.748: for 
yer ended April 5, 1906. 42.984. 
ries dbs eoreer, rapt eyes in be 
consin “~~ ya A ap ath ve 


$2.90 an inch 
Court. W. C. Richardson, =~ 


















Sheboygan, Daily Journal. Arerage 1905, 
1,610. Only paper with telegraphic service. 


WYOMING. 
Cc yee Actual daily average net 
Sor 1905, 4.51 


aRiTssi COLUMBIA. 


Vausuare, Province. daily, Arerage for 
1905, May, 1936, 9.472. H. DeClerque, 
U.S. fon. * Chicago and New York. 


Victoria. Colonist, daily. Colonist P, & P. 
Co. Aver. for 194. 4.356 | %; for 195, 4.808. 
U.S, Rep., H. C. Fisher, New York. 


MANITOBA, CAN. 


Winnipeg. Free Press, daily and weekly. Av- 
erage for 195. daiy. 80. on weeny, 15.654. 
Daily. May, 1906, 34.180 


Winnipeg. Der Nordwesten, Canada’s Ger- 
man Family and Agricultural Weekly. Reaches 
all the German-: * gay] Population of 200,000— 
its = lusive fiel Aver. for the year — May. 
1906, 15,782; aver. lust six months, 16,051. 
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Winnipeg, Telegram. Daily av.’05. 18,7973 
last three mouths 20,577. (Sat. average 25,000), 
NOVA SCOTIA, CAN. 
Walifax, Herald (© ©) and Evening Mail. 
Circulation, 1905, 15,5538. Flut rate. 


ONTARIO, CAN. 
Toronto. Canadian Implement and yetiele 
Trade. monthly Arerage for 1905, 6.088 
Torento, The News. Sworn arerage daily 
circulation for vear endiny Dee. 30, 1905, 38.282, 
Advertising rate é6c. pen inch. Flat. 








Toronto. Star, —_. Daily average Feb- 


ruary, 1906, 41,938 copie 


QUEBEC, CAN. 


Montreal. La Presse. La Presse Pub. Co. 
Lta., publishers. Actual arerave 1904, daily 
30,259 ; 1905, 96,771 ; weekly, 48,207. 

Montreal. Star. ay. wold Graham &Co. At, 
for 194. dy, SB.T9S,. wy. 125,240, Av. for 1905, 
dy. 53,125; wy. 126,807, 











We have traced a number of valuable 
advertising orders directly to our repre- 
sentation on your Roll of Honor. 
fact that the OKLAHOMAN is admitted to 
the Roll of Honor undoubtedly assists us 
in many ways which we cannot trace. 
The more rigorously the circulation of 


publications is investigated, 


The 


and the 








more careful you are to verify the claims 
of publishers who apply for membership 
on the Roll of Honor, the more valuable 
it will become to the publisher and the 
advertiser as well.—Zhe Oklahoman, 
£. K. Gaylord, Business Manager, 
Oklahoma City, O. T:, March g, 1906. 
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(OO) GOLD MARK PAPERS @e) 





Out of a grand total of 23.461 publications listed in the 1996 issue of Rowell’s American Newspa- 
per Directory. one hundred and fuurtecn are distinguished from all the others by the so-called goid 


marks (© ©). 





WASHINGTON, D.C. 
THE EVENING AND SUNDAY STAR (@©). 
Reaches 9% of the \\ashinzton homes. 


GEORGIA. 
ATLANTA CONSTITUTION. Aver. 195, Datly 
85,590 (OO). Sunday 45,731. Wy,'04, 107.925. 


AUGUSTA CHRONICLE (© ©). Only morning 
paper; 1905 average 6.043. 


ILLINOIS, 

THE INLAND PRINTER, Chicago, (© ©). Act- 
ual average circulation for 1905, 15,866. 

GRAIN DEALERS’ JOUKNAL (@©), Chicago, 
prints more cias’fi'd ade than all otuers in its line. 

BAKERS’ HELPER (© ©), Chicago. only “Gold 
Mark” baking journal Oldest, largest. best 
known. Subscribers in every State and Territory. 


TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNK ads bring 
Satistactury results. 


KENTUCKY. 
LOUISVILLE COURIER-JOURNAL (© ©) 
Best paper in city ; read by vest people. 


MASSACHUSETTS. 
Boaton, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 
tris of America (QO ©). 


BOSTON PILOT (@©), every Saturday. Roman 
Catholic. Patrick M. Donanoe, manager. 


BOSTON EVENING TRANSCRIPT (@O). estab- 
lished 1830. The only gold mark dai.y in Boston, 


TEXTILE WORLD KEVCUORD (©©), Boston. 
‘Nearly 200 of its 400 advertisers use no other 


textile journaj.. It covers the field. 





WORCESTER L’OPINION PUBLIQUE (© ©) is 


the leading French daily of New England. 
MINNESOTA. 


NORTHWESTERN MILLER 


) Minneapolis, Minn; $3 per year. Covers 
Sf ing and doar trade all over the world. The 
jonly “Gold Mark” milling journai (OO). 
NEW York. 

NEW YORK TIMES (©O). Largest high-class 





BROOKLYN EAGLE (QO) is THE advertising 
medium of Brooklyn. 

THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertasing medium in this sectiun. 

ARMY AND NAVY JOURNAL (@©). First in 
its class in circulation, influence and prestige. 

ENGINEERING NEWS ( ).—The leading pa- 
per in the engineering world.—Herald, Syracuse. 


THE CHURCHMAN (@©)._ Fst. 1844; Satur- 
days; Protestant-bpiscopal. 47 Lafayette Place. 

TH" IRON AGE (©O), established 1855. ‘The 
recoynized authority in its representative flelds. 

ELECTRICAI. REVIEW (© ©) covers the field 
Read 4nd studied by thousands. Oldest, avlest 
electrical weekly. 

HARDWARE DEALERS’ MAGAZINE. 

In 1905, average issue, 19,0200(@@). — _ 

D. T. MALLETT, Pub., 253 Kroadway, N. Y. 

STREET RAILWAY JOURNAL (©©). The 
stancard authority the world over on street and 
interurban railroading. Average weekly circu- 
lation during 1905 was 8,160 copies. 





NEW YORK HERALD (©©). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first 

CENTURY MAGAZINE (© ©). There area fow 
people in every community who know more 
than all the others. Taese people read the 
CENTURY MAGAZINE. 

NEW YORK TRIBUNE ‘© ©).daily and Sun- 
day. Estublished 1841. A conservative, clean 
and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing power toa high- 
grade advertiser 

ELECTRICAL WOKLD (@©), established 1874. 
The great international weekly. Circulation 
audited, verified and certified by the Association 
ot American A/vertisers to be 20.389 average 
weekly from January 6th to March 3a, 1906. 


VOGUE« 


isa 
GOLD MARK PAPER. 


Printers’ Ink recently credited Vocur 
with carrying more advertising than 
any other of the leadir.g weeklies. 

A sample copy of VoGuE will be mailed 
to any one who will cut out this advertise- 
ment and send itto VoGug with name and 
address. We want you to study this paper, 
which is the leader among fashion publi- 
cations. There is 4 reason why VoGuE 
carries its quantity of advertising. Send 
for a sample copy and see why. 


VOGUE, 


11-13-15 East 24th St., New York. 

















oie, 

CINCINNATI ENQUIRER (@©). Great—influ- 
ential—of world-wide fame. Best advertising 
medium in prosperous Middle West. Rates ana 
information supplied ov Beckwith, N.Y.-Chicago. 


PPNNSYLVANIA, 
THE CARRIAGE MONTHLY, Phila.(@©). Tech- 
nical journal; 40 years; leading rep’ve magazine. 


THE PRESS (© ©) is Philadelphia’s Great 
Home Newspaper. it 1s on tne Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper Sworn daily average 1905, 106,600; Sun- 
day average April, 1906, 156,284. 


THE PITTSBURG 
@o DISPATCH o 


The newspaper that judicious advertisers 
always select first to cover the rich. pro 
ductive. Pittsburg field. (nly two-cent 
morning paper assuring a prestige most 
protitabie to advertisers. Largest home 
delivered cirewation in Greater Pittsburg. 




















RHODE ISLAND. 


PROVIDENCE JOURNAL (© 6), a conservative, 
enterprising newspaper witnout a single rival. 





























SUUTI CAROLINA. 


THE STATE (QO), Columbia, 8. C. Highest 
quality, largest circulation in svuth Carolina. 


TH NEWS AND COURIER (©©), Charleston, 
S.C. Paid circulation of hignest class in every 
part of Soutu Carolina and aujuining States, 


TENNESSEE. 
THE TRADESMAN (@©) Chattanooga, Tennes- 
see; semi-monthly. ‘Lhe South’s authoritative 
industrial trade journal. 


VIRGINIA. 
THE NORFOLK LANDMAKK (@©) is the 
home paper of Norfolk, Va. That speaks volumes. 


WASHINGTON. 
THE POST INTELLIGENCER (©). Only 
mvurning paper in Seattle. Oiuest in state. A 
paper read ana respected by ali classes. 


WISCONSIN, 

THE MILWAUKEE EVENING WISCONSIN 
(O©), the only goid mark daily in Wiscousin. 
Leos than one tuousand of its readers lake any 
other Milwaukee alueruovn newspaper. 





CANADA. 


THE HALIFAX HERALD (@ ©) and the EVEN- 
ING MAIL. Circulation 15.558, flat rate. 


> 





“HOISTING THE FLAG OF 
DISTRESS.” 

BusuneE Lt, Ill., June 8, 
Editor of Printers’ INk: 

I have of late received several com- 
munications from you in relation to 
advertising in the “Roll of Honor.” 

Doubtless these advertising channels 
are good things for papers of large 
circulation which want foreign _ busi- 
ness, but for a country paper which 1s 
just over the line of 1,000 circulation 
1 do not believe they are worth the 
cost. The average foreign advertiser 
will not pay a. decent price for his 
business in sucha paper. He is wiill- 
ing, of course, to pay the same price 
per thousand circulation he gives some 
great daily—with several hundred thou- 
sand circulation—but the country pub- 
lisher who accepts such offers must be 
sadly in want of business. Take the 
Castoria business for example. For 
years, every December, I have received 
propositions from this firm at_ prices 
about one-sixth of what they will have 
to pay to get their business in this pa- 
per. No attention being paid to this, 
several aggrieved letters of inquiry 
follow and then the matter is dropped 
for a year. I think any country pub- 
lisher who handles the Castoria busi- 
ness is hoisting the flag of distress. 
Many other advertisers and agents do 
just as the Castoria people do—and 
they must land enough suckers to make 
it pay or they would stop. This spring 
a New York agency offered me $7.50 
gross for 6 inches one year for a 
national advertiser, and in the “follow- 
up” letters expressed surprise at the 
“antagonistic attitude assumed by news- 
papers toward advertising agencies.” | 

I do not carry much foreign busi- 
ness, and what I have pays a fair 
price. My local advertisers keep me 
pretty busy finding space for them, and 
T do not need outside business at cut- 
throat prices to fill up. If the average 


1906. 


country publisher would pav more_at- 
tention to 


developing his home field 
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and let foreign business alone, except 


that which comes at good prices, he 
would be better off. 
I have been a regular reader of 


PrinTeERS’ INK for about ten or twelve 
years, and its weekly visits are always 
very welcome. Respectfully yours, 
Joun R. Camp, Publisher, 
The Bushnell Record. 


>>—___— 


WOMAN IN ADVERTISING. 

A DIFFERENCE IN OPINION REGARDING 
MAN’S KNOWLEDGE OF FEMININE NE- 
CESSITIES. 

New York, June 8, 1906. 

Editor of PRinTERS’ INK: 

Miss Stella George Stern in a recent 
issue of PRINTERS’ INK makes a few 
very emphatic, indeed cutting, remarks 
regard.ng the necessity of women ad- 
writers for the betterment ot copy. 
Miss Stern is of the opinion that mas- 
culine adwriters know very little of 
woman’s needs, whether they be for 
the house, personal wear or otherwise, 
and there are doubtless many women 
adwriters who agree with her. 

While I admit that anything Miss 
Stern may say as to advertising copy 
is entitled to respect from the whole 
advertising profession, I must say that 
I do not agree with her on this espe- 
cial point. Men adwriters have for 
many years proved that they do know 
all about apparel and other merchan- 
dise of every description—the splenu: 
advertising of the best stores in the 
country proves that conclusively. 

Furthermore, why shouldn't men 
know all about these different lines ot 
merchandise—don’t they make them? 
The largest establishments for the 
manufacture of undermuslins, _petti- 
coats, cloaks, suits and shoes employ 
men exclusively; even in designing 
original style ideas. That proves that 
men do know their subject. 

Simply because men don’t wear dress 
shields or feathered millinery or corsets 
is no reason why they should not 
know the purpose they are intended 
for, or what good points to emphasize 
in the writing of ad copy to help along 
their sale. I feel safe in saying that 
masculine corset copy of to-day is as 
good, and in many instances even bet- 
ter, than when written by a woman. 
The mere fact that she wears them 
fails to prove that she can write better 
about them. It is no man’s fault that 
some of the illustrations used in ad- 
vertising pictures a woman with her 
waist line smaller than her neck—that 
is altogether woman’s own fault—for 
some of them like to look that way, 
and maybe they will in a hundred years 
from now. 

It is true that some of our cleverest 
adwriters are women, but that doesn’t 
in any way disprove that man holds 
the upper hand in the advertising world 
in every branch of the business. If 
there are certain little secrets he does 
not know yet, the dav when he will is 
not very far off. Yours truly, 

Lovts ROSENBERG, 

Assist. Ady. Mgr. Siegel, Cooper Co. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popuiar Vote tor the 
Newspaper in Which it Appears, 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class, 





COLORADO. 

[= Denver VosT, Sunday edition. April 15, 

1906, cuntained 5,036 ditferent classified ads, 
a total of 112 910 columns. ine POST is the 
Want medium of the Rocky Mountain region. 
The rate for Want aavertising 1 the PoOsT 1s dc. 
per lineeacb insertion. seven words to the line. 

CONNECTICUT, 

ERIDEN, Conn.. RECORD covers fleld of 50.000 
+ population ; working people are skilled 
m-+chanics. Classified rate, cent a word a day. 
five cents a word a week. ‘“‘Agents*Wanteu,” 
etc., half cent a worc uday. 


DISTRICT OF COLUMBIA, 
(PVH EVENING and SunpDAy STAR. Washington, 
D. ©. «© ©). carries DOUBLE the numver of 
WANT ADS of any other paper. Rate lc. u word. 


GEORGIA, 
(Cae advertisements in the PREssS, of 
Savannah, Ga., cost one cent a word—three 
insertions for price of two—six insertions for 
price of three. 





ILLINOIS. 
M\HE DAILY NEW, is Chicago’s “Want ad” 
Directory. 
fNHE Champaign News is the leading Want ad 
medium of Ventral Kastern liinois. 


‘tH TRIBUNE publishes more classified ad- 
vertising than any other Chicago newspaper. 


EORIA (UL) JOURNAL reaches over 13 000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 


6* NEARLY everyboay who reads the Eng 
4IN lish language in. around or about Chi- 
eago,reads the DAILY NEWS,” says the Post-office 
Reriew. and that’s why the DaILy NEws is Chi- 
cago s “want ad” directory. 


INDIANA. 
f lige Indianapolis NEWs during the year 1905 
printed 96.982 more classified «advertise- 
ments tnan al: other dailies of ‘ndianapolis 
compinea, printing a total of 296.941 separate 
paid Want aus during that time 


IOWA. 
d igs Des Moines CAPITAL guarantees the lar- 
gest city and the largest total circulation 
in lowa, The Want columns give splendid re- 
turns always. the rate is 1 cent a word; by the 
month $1 per line. It is publishea six evenings 
a week; Saturday the big day. 
‘J. HE Des Moines KEGISTER AND LEADER: only 
morning paper; carries more “want” ad- 
vertising than any other lowa newspaper. One 
cent a word. 





MAINE. 
f lgele EVENING EXPRESS carries more Want ads 
than all other Portiand dailies comoined. 


MARYLAND. 
tks Baltimore News carries more Want Ads 
than any other Baitimore daily. It is the 
recognized Want Ad medium ot Baltimore. 


MASSACHUSETTS. 
‘THE Boston EVENING TRANSCRIPT is the lead- 
icg educational medium in New England. 
It prints more advertisements of schools ana in 
structors than all other Boston dailies combined. 


fla BOSTON GLOBE, daily and Sunday, in 
1905. printed a total of 427.227 classified ads. 
There were no trades, deals or discounts. ‘here 
was a gain of 9,999 over 1904, and was 15.847 more 
than any other Boston paper carried in 1905. 


2 5 CENTS for 30 words, 5 days. 
“" DalLy ENTERPRISE, Brock- 
ton, Mass., carries solid page 
Want ads. Circulation exceeds 
10,000. 
MICHIGAN. 
pena COURIER-HERALD (daily), only Sun- 
aay paper; result getter; circulation in ex- 
cess of 13,500; ic. word; Ke. subsequent. 
MINNESOTA, 
Ts, MINNEAPOLIS TRIBUNK is the recognized 
Want ad li of Mi pol 





‘HE Minneapolis Daily and Sunday JouRNAL 
carries more Classitied advertising than any 
other Minneapolis newspaper. No free Wants 
and no Clairvoyant nor objectionable medical 
advertisements printed. 
Correct statement of classified Wants printed 
] hfs 152,768 lines. Individual advertisements, 
Circultion, 1903, 57,039; 1904, 64,384, 1905, 67,588. 
First five months 1966, 70,498. The average Sun- 
day circulation, 70,833. 


f bese MINNEAPOLIS TRIBUNE is the oldest Minne- 

apolis daily and has over 100,000 sub-cribers, 
which is 30,000 oda each day over and above any 
other Minneapolis daily Its evening edition 
alone has a larger cir t in Mi polis, b 
many thousands, than any other evening paper. 
It publishes over 80 columns of Want advertise- 
ments every week at full price (average of two 
pages a day); no free ads; price covers both 
morning and evening issues. Rate, 10 cents per 
line, Daily or Sunday. 


MISSOURL, 
‘THE Joplin GLoBe carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum, lic. 


MONTANA. 


Ts EK Anaconda STANDARD is Montana’s great 
“ Want-Ad ’ medium; ic.a word. Average 
circulation (1905), 11,144 ; Sundays, 13,888. 





NEBRASKA. 
INCOLN JOURNAL AND NEWS. Daily aver- 
age 1905, 27,092, guaranteed. Cent a word. 


NEW JERSEY. 
ie DaILy JouRNAL—Leading Home 
4 paper: J0to z4pazes. Only “Want” Med- 
jum, Centa-word. Largest circulation. 


TEWARK. N. J, FRFIE ZEITUNG (Daily and 
4N sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month, 


NEW YORK. 
Ts EAGLE has no rivals in Brooklyn's 
classified business 





NVHE Post-ExPREss is the best afternoon Want 
ad-mevium in Kochester. 


LBANY Ev«NING JOURNAL. Fastern N. Y.’s 
best paper for Wants ana classified ads. 


AILY ARGUS. Mount Vernon. N. Y. Great- 
est \\ant ad med in W b r County. 


EWBUI}GH DAILY NEWS. recognized leader 
in prosperous Hudson Valley. Circulation, 
6,000. 
'P\HE WaTERTOWN TiMEs prints more classified 
advertisements than all the other newspa- 
pers in Northern New York together. 
































pA pl NEWS with over 95,00 circulation, 

isthe only Want Medium in Buffalo and the 
strongest Want Medium in the State, outside of 
New York City. 


"SYA Trmes-UNION, of Albany, New York, Bet 
{ ter medium for wants and other classitied 
matter than any other pauper in Albany, and 
uarantees a circulation greater toan all other 
ily papers in that city. 
JRINTERS INK, published weekly, The rec- 
ognized and leaaing ‘\antaa medium for 
Want adineviums. mail order articles, aavertis- 
ing noveities, printing. typewritten citcutiars. 
rubber samps, Gflice devices. adwriting. half 
tone making, and practically anything whicn 
interests and appeais to advertisers and ousi- 
ness men, Classified advertisements. 20 cents 
a line per issue flat : six words toa line, Sample 
copies, ten cents. 
NORTH DAKOTA, 
RAND FORKS HERALD. Circ. Mar. ’06, 7,184. 
¥ txammation by A. A. A.. June ‘00, biggest 
Daily nN. D. La Coste & Maxwell, N. Y. Reps. 


Ome. 


OUNGSTOWN VinpicaTor—Leading “Want” 
medium, le. per wora. Largest circulation. 





OKLAHOMA, 
He OKLAHOMAN. Okla. City. 12.661. Publishes 
more Wants than any four Ukla.competitors. 


OREGON. 
ORTLAND JOUKNAL, Daly and Sunday 
leads in ‘*Want ads.” as well as in circula- 
tuon, in Portland and in Oregon. 


PENNSYLVANIA. 
f (SS Chester, Pa., TIMES carries from two to 
five times more ciassifiead ads than any 
cther paper. Greatest circulation. 


WHY DON’T YOU PUT IT IN 
TAK PH{LADELVHIA BULLETIN! 
Want Ads. in THE BULLETIN_ bring 
prompt returns, because “in Phila- 
delphia nearly everybody reads 
THE BULLETIN ” 

Net paid average circulation for 


ay, 1906: 
218.465 copies per day. 
(See Roll of Honor column.) 


The Philadelphia 
German Daily Gazette 


printed more general advertis- 
ing during 1905 than any other 
German newspaper published 
in this country. 


‘‘ There’s a Reason.’’ 


RHODE ISLAND. 


H& EventnG BULLETIN—By far the largest cir- 
culation and the be:t Want medium in R. 1) 


SOUTH CAROLINA. | 
f.HE NEWS AND COURIER (©O), Charleston,\ 
S.C. Great Southern Want ad medium; Ic.| 

a word; minimum rate, 26c. 


T= Columbia STATE (© @) carries more Want: 
ads than any other S. C. newspaper. 


BRITISH COLUMBIA. | 

W Ictonts COLONIST. Oldest established| 
paper (1857). Covers entire Province. Great, 
est Want Ad medium on the Canadian Pacifie| 
Coast. W, Clarence Fisher, 634 Temple Court, 
Bidg., N. Y., Special Eastern Agent. 
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CANADA, 
‘ HE Halifax HERALD (@©) and the Ma1t—Nova 
Scotia's recognized Want ad mediums. 


'{.HE CHARLOTTETOWN GUARDIAN, Prince Edw. 
island’s classitied medium; 4c. word; 2c. wees. 


A PRESSE, Montreal. Largest daily circula- 
Hon in Caasaa witnout exception. (Daily 
95.825. Saturdays 113.892—sworn to.) Carries more 


wantaags than any French newspaper in the world 


(HE DAILY TELVGRAH, St. John, N. B., is the 

want ad medium ot the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastern Canada, Want ads one cent a word. 
Minimum charge 20 cents. 


fete Montreal DAILY STAR carries more Want 
advertisements than ail other Montreal 
dailies combinea. The FaMILY HERALD AND 
WEEKLY STAR carries more \\ ant advertisements 
than any oiher weekly paper iu Canada. 


f Pek Winnipeg Free PRESS carries more 
Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature tnan are contained in al) the otber 
daily papers published in Western Canada 
combined. Moreover, the FREK PRESS carries a 
larger volume of oo advertising than any 
other daily paper in the Dominion. 











THE PRESIDENT AS A SUMMER 


Every summer the President is 
showered by inducements to spend his 
vacation at this resort or that, He 
is offered free cottages, free accommo- 
dations in the finest suites of the finest 
hotels, free use of club-houses, yachts 
or fishing boats, here and there, if he 
will only come! It might be added: 
“You are needed in our business, and 
we need the money!” President 
McKinley gave Bluff Point, Lake 
Champlain, a great boom by visiting 
there in 1897. As soon as he got 
established at the resort, a railroad an- 
nounced special excursions at cut rates, 
and people flocked there to see him and 
incidentally get acquainted with the 
place.—Saturday Evening Post. 

he 

BLACKMAILERS’ RATE CARD. 

Ordinary display scandal, one 
omiss:on, $500 per inch. 

Ordinary display scandal, two omis- 
sions, $800 per inch, 

Specially spicy correspondent § ma- 
terial, one omission from top of col- 
umn, next pure reading matter, $1,000 
per inch, 

Same, omitted in larger type, $1,500 
per inch. 

Special discounts given to members 
of the 400 who are regular advertisers, 

Our yearly contract® for omission of 
all scandal with reference to any in- 
dividual is safe and attractive.x—Judge. 

—_++—___—_. 


DECREASED ADVERTISING, DE- 
CREASED SALES. 


It is related that a large firm of 
chocolate manufacturers in Paris, which 
in 1902 spent 300,000 francs in adver- 
tising, cut this down materially the 
following year, while in 1904 it was 
decided to cut out the advertising al- 
together. The result was that the sales 
fell off alarmingly, and the profits ot 
the business for that year dropped 
1,000,000 francs. The concern is now 
spending money profusely in an effort 
to restore its prestige.—Profitable Ad- 
vertising, 
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MID-SUMMER SEC 
[ 1 PRINTER 


GENERAL A)‘ 
Wednesday, July 18 (Pbss 


Ne R the primary purpose of obtaining new subscrib- char, 














ers, a copy of PRINTERS’ INK for July 18—press day | to a 


as above stated—will be sent to 9,000 names in addi- | spec 

tion to the regular mailing list. med: 

* K * gooc 

The nine thousand extra copies are sent to as many - 
individuals and marked personal. Every copy so marked 
will go to the advertising manager, or the member of a 

firm who has direct charge of the expenditure for advertis- }} or d 

ing of that concern. or o 


The list is thoroughly up-to-date, and the above issue 
will reach these people just at the time when they are A 
thinking of their early fall campaigns. The advertising 
manager of a large concern is always busy. Year in year | ___ 
out, the same problems confront him every day—only in 
different forms and aspects. He knows no idle moments S 
and always welcomes suggestions. and timely information. } => 


* * * 
This special issue will be made as lively, interesting } 2O 
and valuable as possible. will b 


If you are the publisher of a newspaper or magazine of |] with. 


THE PRINTERS’ INK 
10 Spruce St 
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SHEECIAL ISSUE OF 
ERY INK TO | | 


ADVERTISERS 
(Pess Day, July 11), 1906 


crib- | character—one that has a story of facts worth presenting 
day # to a general advertiser—you can hardly disregard this 
iddi- | special issue, for there is no more effective and economical 
medium than PRINTERS’ INK. While it is of no earthly 
good to a poor medium, it is worthy and entitled to and 
r seeks the patronage of first-class publications. 























lany 
rked * * 
of a The same argument is true for anyone else who makes 
rtis- ]}/ or deals in anything which large and small advertisers use 
or ought to use in the conduct of their business. 
ssue dit , 
al LTHOUGH the July 18th edition goes to nine thou- 
a sand extra and especially valuable names, the usual 
sing ‘ 
veil rates only will be charged as stated below. 
y in 
ts | ® Forms Close July 11, 1906 Be 
ion. 
ADVERTISING RATES: 

‘ing 20 cents a line, $3 one inch, $to quarter page, $20 half page, $40 for whole 


page. For advertisements in special positions, if granted, double price- 
will be charged. A discount of 5 per cent may be deducted if check is sent 
> of with order and copy, which must reach this office on or before July 11, 1906. 


K LISHING COMPANY 
New York City 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 

t= Issued every Ww ednesday, pape ecg 
price, two doliars a year, one dollar tor six 
months, in advance. On receipt of tive dollars 
four paid subscriptions, sent in at one time, will 
be put down for one year each and a larger num- 
ber at the same rate. Five centsacopy. Three 
deltors a hundred. Being printed from stereo- 
type plates, itis always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
all — eases the charge will be five dollars a 


THE 


hui 


ADVERTISING RATES : 

Advertisements 20 cents a line, pearl measure, 
15 lines to the inch ($3); 200 tines to the page ($40). 

For specified position selected by the adver- 
tisers, if granted, double price .s demanded. 

On time contracts the last co py is repeated 
when new copy faiis to come to hand one week 
in advance of > & ot publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleastire ~ the auverliser, 
and space used paid for pro 

Two lines smallest advertisement taken. Six 
words make a line. 

a appearing as reading matter is in- 
serted fre 

All advertioements must be handed in one 
week in advance, 

awe 
CuHaRLES J. ZINGG, 
Editor and Manager. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F. W. Sears, 50-52 Ludgate Hill,E.C 


EW YORK. JUNE 20, 196. 











PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, selling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 





THe Outing Magazine  an- 
nounces a new rate, $180 per 
page, $1 a line, which goes into 
effect on July 6, displacing the 
present rate of $130. 





Mr. WILLIAM SIMPSON, busi- 
ness manager of the Philadelphia 
Evening Bulletin, and _ family, 
sailed for England June 9. They 
will return to this country toward 
the end of July. 





Tue Aurora (Ill.) Daily News 
states that its circulation for the 
first five months of 1906 averaged 

6,008 copies daily. Its 1905 aver- 
age, according to Rowell’s Ameri- 
can Newspaper Directory, was 


5.709. 


PRINTERS’ INK. 


THe Review of Reviews for 
June has an article on “What 
People Read in Canada,” giving a 
thorough review of the Domin- 
ion’s leading newspapers and gen- 
eral periodicals. 





NEW INDIANAPOLIS DAILY. 


A new Democratic weekly pa- 
per called the Hoosier has appear- 
ed at Indianapolis, and eventually 
it is to be made a daily, it is said. 
A corporation capitalized at $30,- 
ooo has been organized, headed 
by W. B. Westlake, publisher of 
the Marion, Ind., Leader. Indi- 
anapolis has only two other dailies 
—the Star in the morning and 
News in the evening. The Hoos- 
ier will enter the afternoon field. 











Mr. Witit1AmM H. UKers, man- 
aging editor of the Tea and 
Coffee Trade Journal of gt Wall 

New York, sailed last Satur- 
day on the Cunarder, “Lucania” 
for a trip around the world in the 
interest of his journal. His itin- 
erary includes the Mocha coffee 
districts in Arabia; the tea dis- 
tricts of India and Ceylon; the 
spice districts of the Straits Settle- 
ments; the Sumatra and Java 
coffee districts; the tea districts 
of China, Japan and Formosa, and 
the coffee districts of the Philip- 
pines and the Hawaiian Islands. 





PHILADELPHIA “RECORD” 
RAISES RATE TO 
MAGAZINES. 


In the future the Philadelphia 
Record will not allow publishers 
of weekly and monthly magazines 
to take advantage of its publish- 
er’s rate of 15 cents a line. Ad- 
vertisements of periodicals in 
which advertising is carried will 
he charged at the regular com- 
mercial rate of 25 cents a line, 
and the publisher’s rate will apply 
to books only. Kendall Cressey, 
advertising manager, states that 
he sees no reason why the Record 
should contribute a part of the 
advertising revenue which _ it 
should receive towards  pmublica- 
tions that are rivals in the ad- 
vertising field. 

















As the so-called Gold Marks of 
Rowell’s American Newspaper 
Directory (©©) represent the 
cream of advertising mediums in 
quality of circulation, the Star 
Galaxy stands for the cream of 
quantity and reliability and gen- 
uine advertising value. 





THE Crowell Publishing Com- 
pany has recently issued a new 
rate card for the Woman’s Home 
Companion, the reverse side of 
which is intended to be filled out 
with a detailed report of copies 
printed from month to month. Mr. 
Evans realizes that an advertiser 
likes to get something tangible for 
his money. 


BOSTON VETOES ADVER- 
TISING BUREAU. 


According to the Boston Tran- 
script, the plan of Mayor Fitz- 
gerald, of that city, to establish 
a city advertising bureau, with a 
$50,000 appropriation, has been 
disapproved by the board of alder- 
men. Alderman Bell, advertising 
manager of a popular weekly, de- 
clared the mayor’s plan lacked 
definiteness, and charged that it 
had been concocted by promoters 
working for self-interest. The 
Transcript thinks that if Boston 
is sunk as far in decay as those 
who want to advertise the city 
assert, it would take far more 
than $50,000 to save the town. 











Tue Danbury (Conn.) Busi- 
ness Men’s’ Association, more 
than 200 strong, has just issued 
a 12-page booklet advertising the 
advantages of that city, for the 
establishment of manufacturing 
industries and its desirability as a 
place of residence. This booklet 
gives many interesting facts and 
figures and seems well calculated 
to bring the desired results; in 
fact, it may well serve as a model 
for other cities whose business 
men have sufficient enterprise and 
foresight to do such advertising. 
The publicity committee, W. F. 
Dobbs, advertising agent; E. M. 
Bulkley, town clerk; and Wm. 
H. Davis, newsnaper reporter, is 
responsible for the work, 


PRINTERS’ INK. 





You would never send if you 
could go. 


That is to say, you feel that you 
possess a certain individuality, or 
personal force, or intimate knowl- 
edge of the strong points of your 
proposition—so that if you could 
meet your prospective customer 
face to face you could get his 
orders and nothing could pre- 
vent it. 


But, as you cannot be in more 
than one place at once you can 
seldom go and must often send. 


For this reason your printed 
matter should hold a true mirror 
up to your personality, or to the 
nature of your proposition as you 
would present it, or both. 


To accomplish this difficult but 
essential result good printing, fine 
printing, intelligent printing, ar- 
tistic printing are not enough. 


It is the individual touch, the 
vital, convincing force behind the 
printed page that breaks down the 
barriers of doubt and _ indiffer- 
ence and makes the prospective 
customer an actual one. 


This is the class of printing 
which, for many reasons, we are 
peculiarly adapted to plan and 
execute, 


Ask us for the reasons, 


THE ETHRIDGE-KENNEDY 
COMPANY, 


Hartford, Building, 

41 Union Square, 
Telephones 4847-8 Gramercy, 

New York City. 
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BOSTON “JOURNAL” 
CLAIMS GAINS. 


According to a printed state- 
ment of circulation issued by the 
Boston Journal, that paper had a 
net circulation of 108,567 on June 
I, a gain over the same day last 
year of 46,437 copies. It is 
further asserted that this circula- 
tion includes only 7,500 a day in 
street and railroad sales, the rest 
being delivered to homes. 





NO RIVAL TELEPHONE 


COMPANY, 

As the sequel to the recent tele- 
phone advertising in New York 
City, the Board of Estimate and 
Apportionment has intimated that 
the new Atlantic Telephone Com- 
pany has little chance of getting a 
franchise to enter the city. ‘ihe 
old corporation, the New York 
Telephone Company, has express- 
ed willingness to pay the city an 
adequate compensation for its 
rights, with back rentals for the 
subways it uses, and this is con- 
sidered by the board sufficient 
reason for permitting it to con- 
tinue in a monopoly of telephone 
service. An account of the ad- 
vertising that was done as a con- 
sequence of threatened competi- 
tion appeared in Printers’ INK 
for June 6. 





BIG INCREASE IN. CAPITAL. 


It is reported from Chicago that 
a deal is on foot to increase the 
capital of the mail-order house of 
Sears, Roebuck & Co. from $5,- 
000,000 to $40,000,000. Goldman, 
Sachs & Co. and Lehman & Co., 
bankers of New York, are the 
movers in the plan. The proposed 
$40,000,000 capital will consist of 
$10,000,000 7 per cent preferred 
stock and $30.000.000 common 
stock, The preferred, which will 
be retirable at $125, will be offered 
to investors at $97.50. The mem- 
ers of the firm will retain for 
themselves $1.000.000 of the pre- 
ferred and a large amount of the 
common. Last year’s profits of 
Sears, Roebuck & Co. are said to 
have beeri $3.000.000. The busi- 
amounts to $5,000,000 a 





ness 
month. 
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AD CLUB IN OMAHA. 


A movement is 
Omaha to torm an_ advertising 
men’s club. Recently a dinner 
was held to get the organization 
started. Those present were: 
Henry Doorly and S. Ranger, 
World-Herald; C. C. Rosewater, 
M. B. Davenport, J. E. Edmiston 
and J. D. Weaver, Bee; George 
Gillespie and L. Fink, News; A. 
Sorenson, Examiner; C. N. Skin- 
ner, Council Bluffs Nonpareil; 
C, R. Farrell, Thompson Adver- 
tising Agency. 


on foot in 





BROKEN WINDOW ADVER- 
TISING. 


New York lately had a regular 
exposition of broken window ad- 
vertising. A demented man 
broke sixteen large plate glass 
panes, worth $3,000, at Fourth 
avenue and 23d street, and next 
day, while waiting for repairs, the 
merchants affected displayed ap- 
propriate signs. As reported by 
the Sun, M. H. Harris, an opti- 
cian, put up this sign over the 
hole in his window: 

This may happen to your own glasses 
at any time. If it does bring them 
here. 

The Crawford shoe concern had 
two windows smashed. One hole 
was patched with the dressed hide 
of a kid, and a shoe was fastened 
in the other hole with the legend: 

He put his best foot foremost. 

Klein, the tailor, who had the 
biggest hole, labeled it: 

This is not the entrance, 

Under the break in the Sarnoff 
hat store’s window was this sign: 

An artist like this should be made 
to crack rocks for about five years. 

The Millington Company, fur- 
nishers, got tired of answering 
questions, so posted this explana- 
tory bulletin: 

The windows in this building, six- 
teen in number, were broken by a man 
of unbalanced mind at 2 o'clock this 
morning. By the efficient work of the 
police he was caught and has been held 
for examination. 

Rinaldo, a haberdasher, 
this: 

Broken at 2.30 o’clock by a crank 
with a hatchet. His only reason, 
“Don’t like glass.” His third offense. 


wrote 
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THE SPECIAL EASTERN REPRESENTATIVE OF THE 
STAR LEAGUE. 


Mr. C. E. LAMBERTSON, 
THE EXCLUSIVE EASTERN REPRESENTATIVE ( HE INDIANA STAR LEAGUE, 
WHO ON JULY FIRST WILL OPEN OFFICES IN THE FLATIRON BUILD- 
ING, NEW YORK, 
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A jupceE at Lexington, Ky., 
lately instructed a grand jury in 
that city to indict publishers of 
local newspapers who offer trips 
to Europe as prizes in voting or 
guessing contests, maintaining 
that all such features are lotteries. 


THE LATEST ADDITION. 





On June 12, the publishers of 
the Indianapolis Star sought for 
and obtained admission to the 
group of famous newspapers 
-known and designated as the Star 
Galaxy. The certificate was is- 
sued the same day, and a photo- 
graphic reproduction of it may be 
noticed on page 48 of this issue. 
No paper that is careless or 
inexact about preparing its report 
of copies issued should ever 
meddle with the Guarantee Star, 
for although it is an emblem of 
high worth it will prove some- 
thing like dynamite to the paper 
that thus invites investigation and 
then gets itself convicted of error 
or prevarication. 








MIXED. 

New York nev newspapers are 
printing a series of small adver- 
tisements for the Smith Premier 
Typewriter, in which that ma- 
chine’s three-color ribbon feature 
is made the sole talking point. 
One of these ads the other day 
said: 

Red typewriting gives to business 


letters what the loud pedal gives to 
piano music—accent. 


The Little Schoolmaster has al- 
way thought that the man who 
writes a red letter on yellow pa- 
per gave his communication an 
accent that made it gravitate ir- 
resistibly toward the waste bas- 
ket. It might surprise the per- 
son who wrote that advertisement 
to know that a piano has no such 
device as a “loud pedal.” What 
he doubtless has mistaken for 
such is really a “sustaining pedal,” 
which has no power to make a 
tone louder, but merely to prolong 
it 


PRINTERS’ INK. 


Tue Sacramento Chamber of 
Commerce, to dispel misunder- 
standings, issues a circular letter 
assuring the public that little 
damage was done by the recent 
earthquake to that city, or to the 
San Joaquin Valley, Sacramento 
Valley, Northern or Southern 
California. It will further supply 
to anyone who applies specific in- 
formation regarding earthquake 
damage in any part of California. 


“WHITE ROCK” HEAVILY 
CAPITALIZED, 


The National Water Company 
has been incorporated under the 
laws of Wisconsin with $4,000,- 
000 7 per cent cumulative pre- 
ferred stock. and $6,000,000 com- 
mon. The men behind it are 
Herman Ellis, president of the 
Wilson Distilling Company; Wil- 
liam A. Marburg, A. M. Young 
and H. G. Runkle. This syndi- 
cate will purchase the White Rock 
Mineral Spring Company of 
Waukesha, Wis. Two million 
dollars of the preferred stock and 
$3,000,000 common are to be is- 
sued for the purchase of this com- 
pany. The remainder is to be 
used from time to time for the ac- 
quisition of other mineral spring 
properties.—New York Sun, 





COPYRIGHT ON ADVER- 
TISING, 


After more than a year’s work, 
a bill to revise the copyright laws 
has been prepared for Congress. 
The committee that advised in the 
preparation of this measure in- 
cluded several advertising men, 
who advocated a clause protecting 
advertising illustrations and text, 
but it was found inadvisable to 
incorporate such a_ provision. 
Under the two following clauses 
in the final draft, however, the 
Librarian of Congress says that 
advertising designs may be copy- 
righted if the bill passes with 
them intact: 


Works of art, whether of the useful, 
industrial, applied. decorative or fine 
arts; models or designs for works of 
art. 

Labels and prints relating to articles 
of manufacture. as heretofore regis- 
tered in the Patent Office under the 
Act of June 18, 1874. 
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NoTEWORTHY gains in advertis- 
ing have been made by the Cleve- 
land Leader since Medill McCor- 
mick assumed control. In the 
first five months of the current 
year the Leader printed 7,542 
columns of advertising, which is 
an increase over the same period 
last year of 3.145 columns—or 
nearly three pages a day. 





Emerson P. Harris, the New York 
broker in publishing property, states 
that the following list of properties 
was negotiated through his office during 
the past year: Bankers’ Magazine, Mu- 
nicipal Journal & Engineer, Interna- 
tional Printer, Shoe Retailer, Ameri- 
can Textile Directory, Medical Talk 
for the Home, American Motherhood, 
Home & Flowers, Southern Engineer, 
Practical Machinist, Unique Monthly, 


Eclectic Magazine, Roadmaster & 
Foreman, Broadway Magazine, Con 
tract News, Amer‘can Investments, 


United States Magazine. 





Ir is stated that the per capita 
valuation of buildings being erect- 
ed in Winnipeg, Manitoba, is 
greater than in any other city on 
the continent with the exception 
of New York. The population 
now exceeds 100,000, and is in- 
creasing rapidly. Both the Tele- 
gram and Free Press are strong 
in the field, and each is able and 
willing to give to advertisers th: 
sort of information regarding cop- 
ies printed that is of value. 





GETTING FRISKY. 


New Yorx City, June 12, 1906. 
Editor of Printers’ INK: 

Inclosed please find check for $100 for 
which you will please issue certificate of 
membership to the Star Galaxy for the In- 
dianapolis Star. : 

In addition to the $100 inclosed you are 
authorized to draw on us for another $700, 
toin part cover expense of an investigation 
of the Indianapolis Star's circulation, pro- 
vided vou succeed in inducing one of our 
Indianapolis competitors to challenge the 
correctness of our circulation statement. 

Yours very truly, 
Tue STAR PustisHinG Co., 
G. A. McClellan, Sec. and Gen, Mgr. 
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Mr. M. D. W. Tuurstor has 
resigned from the Frank Presbrey 
0. 





DAMNED FOOLS NOT 
WANTED. 


TECUMSEH, Mich., June 6, 1906. 

Editor of Printers’ INk: 

_1 might be induced to put an adver- 
tisement in the Newspaper Directory, 
if it wasn’t for this reason: ‘len years 
ago I took the Tecumseh Herald from 
my brother, who died. At that time 
the circulation was something like 
1,600 in Rowell’s Directory. I found 
in taking charge of the business, that 
he was sending the paper to about 500 
deadheads. I took them off the list 
and next year the rating was 1,100. 
Every year since they have quoted me 
with 1,600, besides 1,100 for the pres- 
ent year. Every year I have tried to 
get the rating of 1,600 knocked oft 
the list entirely, but I have failed. 
Every year you have promised me that 
the quoting would be made right in 
the next issue of the Directory. Now, 
I ask ~ would I not be a damn fool 
to call attention to a circulation, w:th 
a star, that had dropped from 1,600 
to 1,100, Now, if you answer this 
question I will be obliged to you. 
Also, if you will be kind enough to 
tell me why, for all these years, it 
has been necessary to quote the old 
circulation of 1,600. Enclosed find 
stamped envelope for reply. 

Yours respectfully, 
Geo, N. Stacy, 
Publisher the Tecumseh Semi-Weekly 
erald. 

Mr. Stacy's paper enjoys a 
figure rating in the 1906 issue of 
Rowell’s American Newspaper 
Directory now ready for delivery, 
upon receipt of price, $10 per 
copy. The Tecumseh Semi- 
Weekly Herald printed 1,275 cop- 
ies as an average issue during the 
year 1905. Mr. Stacy should be 
proud of his rating in Arabic fig- 
ures, and he would indeed be a 
d—— fool if he didn’t realize that 
the foreign advertiser will take 
more credence in his statement 
than in that of his brother “who 
died.” Yet no damned fools will 
be admitted to the Star Galaxy. 








Is there'a concern in New York City who 
can make first-class halftones, and deliver 


them at the time promised ? 


If so, this office 


would like to know the address. 
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AT THE SAME OLD STAND. 

The United States Hotel, in 
Boston, has been doing business a 
good many years. In a quarter- 
page advertisement printed in the 
independent, June 7, the old hos- 
telry appears to have changed very 
little. A  wood-cut illustration 
shows horse-cars still running by 
the doors on two streets, while 
the people passing wear clothes 
that were fashionable in the 
seventies, 





ADVERTISING ASSOCIA- 
TLON WORK. 


According to a recent bulletin 
of the International Advertising 
Association, that organization has 
committees actively working on 
legislative matters of importance 
to advertisers, such as the new 
copyright bill, revision of postal 
laws, improvement in consular re- 
ports, etc. An informal dinner of 
members was held May g at the 
Café Martin, New York, and two 
i Professor 
James L. Steuart, the well-known 
trademark attorney, and Whitney 
Lyon, of I. W. Lyon & Sons. 
Postmaster-General Cortelyou has 
been made an honorary member. 
A campaign against substitution 
has been begun by a committee 
headed by Harry L. Kramer, 
which will work through news- 
papers and magazines. The Street 

Railways Advertising Co., of New 
York, is to place anti-substitution 
cards in 10,000 cars controlled by 
it throughout the country. The 
association has also undertaken to 
issue to members a monthly chart 
of magazine advertising which 
will show: The name and address 
of every advertiser and name of 
article advertised; number of 
agate lines used by him in each 
periodical checked; total number 
of lines used by each advertiser 
in thirty-five standard magazines, 
eleven women’s journals and nine 
weeklies; also grand total in 
whole number of publications. 
The articles advertised are ar- 
ranged in fifty-nine classes, and 





totals given for each class. Ad-, 


vertisers’ names are arranged al- 
phabetically under these classes. 





AN unofficial estimate of the 
value of the estate lett by the late 
James E. Scripps, publisher of the 
Detroit News, is $2,000,000. Mr. 
Scripps left $50,000 to beautify 
the city of Detroit, and after vari- 
ous bequests to employees and 
others the estate is to be admin- 
istered for thirty years, the in- 
come to be divided among his 
four children. 


FOR BUSINESS MEN. 


A pertinent little booklet, “The 
Right Answer,’ from the Real 
Estate Trust Company, of Pitts- 
burg, sets before business men 
several questions likely to occur 
to them in connection with the 
commercial service of such an in- 
stitution, and gives concise an- 
swers. One of these relates to 
loans: 

WHAT DIRECT AIDS IN THE 
PURSUIT OF MY _ BUSINESS 
CAN I OBTAIN BY AN ALLI- 
ANCE WITH THIS BANK? 

To the business man, this is often 
the question of first importance, and 
very often it determines his choice of 
a bank. Modern business is conducted 
largely upon borrowed money, and 
every considerable enterprise must at 
some time, indeed often, call upon its 
bank for accommodation, 

Real Estate Trust Company’s loan- 
able funds are used for the accommo- 
dation of its depositors. Every de- 
positor has a right to ask an equal 
chance to obtain the accommodation he 
needs. This bank, like all others, 
makes a great part of its money by 
lending. Its directors therefore do not 
consider that they are conferring any 
special favor by lending money to a 
borrower of good financial standing. 
The bank does not carry this policy 
of obligingness to an extent prejudicial 
to the institution’s best interests. 
Every loan is made only after the most 
careful examination of the security 
offered. 

Apart from loan accommodations, 
many advantages are afforded to de- 
positors of Real Estate Trust Company 
by reason of its varied functions. Many 
depositors have their properties under 
the trust company’s management, bor- 
row on or invest in mortgages through 
its agency, and make use of its trust 
company features, employing it as 
guardian, executor, assignee, or in any 
other fiduciary capacity. 











This booklet covers points not 
always treated intelligently in fi- 
nancial advertising, and the only 
criticism to be made against it is 
that the company’s name and ad- 
dress are not given prominently. 























MILWAUKEE AND TELE: 


“JOURNAL.” 


THE WAY TO ADVERTISE A NEWS- 
PAPER IS TO ADVERTISE ITS COM- 
MUNITY, SAYS L, T. BOYD, WHO 
HAS BUILT UP THIS LIVE DAILY— 
SOME LITTLE-KNOWN FACTS 
ABOUT MJLWAUKEE, 


The Evening Journal, of Mil- 
waukee, will be twenty-five years 
old in May, 1907, and to celebrate 
its silver anniversary the paper 
will be moved into a new building 
for its exclusive use that is just 
being started. <A fine plot of 
ground in the downtown district 
was lately purchased, and on it a 
structure three stories high, with 
thoroughly modern equipment and 
pressrooms, in full view from 
the street, is to be erected in time 
for the anniversary. 

The Journal is Milwaukee's 
livest newspaper property. An 
enviable place has been won for 
it in a city that not only has too 
many daily papers in proportion 
to population, but is seriously re- 
stricted in point of surrounding 
territory. Lake Michigan cuts the 
town off on the east, Chicago pa- 
pers limit it on the south, and 
even to the west the Milwaukee 
dailies cannot travel far before 
they are into the sphere of influ- 
ence of newspapers from Minne- 
apolis and St. Paul. Despite these 
handicaps, though, the Journal has 
built a city circulation that com- 
prises 21,000 city subscribers and 
a present total edition of over 
43,000 daily. L. T. Boyd,* secre- 
tary of the Journal Co., is vir- 
tually publisher, and the paper’s 
present standing represents six- 
teen years’ hard work on his part. 
There are six evening papers in 
Milwaukee, including two Polish 
dailies, so the job of putting the 
Journal at the head of them has 
not been altogether beer and 
skittles. 

Next to quantity, Mr. Boyd is 
proud of the solid quality of cir- 
culation he has secured. Every 
copy taken in the city, except 


2,300 street sales, goes to a read- 
er who pays in advance, and all 
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the rural route readers are on a 
similar basis, having paid one year 
ahead. Some years ago the Jour- 
nal followed the common practice 
of letting its country subscribers 
pay when they pleased, with the 
consequence that several thousand 
of them were two and three years 
in arrears. Suddenly 3,000 delin- 
quents were cut off the mailing 
list. Protests. denunciations and 
even threats followed, but the pa- 
per maintained its position, and in 
a year or two gained a_paid-in- 
advance rural route circulation of 


6,000 readers, making the loss 
doubly good. The Journal is so 
thoroughly intrenched with its 


thirty city branches, its newsboys’ 
association with 1,500 members. 
its rule that papers must be paid 
for in advance, and its absence of 
return privileges, that last year, 
for more than 12,000,000 papers 
printed, it got an average net 
price of fortv-five and three-fifths 
cents per hundred. whereas forty- 
two cents per hundred is regarded 
as a high wholesale price for a 
one-cent paner. 

One other serious handicap the 
Milwaukee English papers have to 
labor against, and that is the pre- 
valent notion among foreign ad- 
vertisers that the city is largely 
made up of people who read Ger- 
man. This notion clings as per- 
sistently in the minds of people 
who have never visited Milwaukee 
as that other tradition about the 
beverage that made the city fam- 
ous. Beer is not the leading 
product. Jt ranks fourth. Mr. 
Boyd also believes that too much 
importance is attached to the 
German-reading population in 
Milwaukee, and gives, as a form- 
ula for covering the city com- 
pletely, one morning paper, with 
the Journal and a German paper 
in the afternoon, 

With circulation of this char- 
acter to market, Mr. Bovd has 
lately turned his attention to 
methods of advertising the Jour- 
nal among general advertisers. 
After a consideration of the vari- 
ous courses pursued by publishers 
in exploiting their mediums, he is 
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inclined to agree with PrinTErs’ 
Ink that the fact of first im- 
portance to a foreign advertiser is 
the community the medium is pub- 
lished in. 

“Milwaukee is one of the least 
known of big cities,” he says. “Its 
population to-day is about 330,000, 
so that it is larger than Wash- 
ington, Minneapolis, Denver, Kan- 
sas City, Louisville or Indian- 
apolis, and nearly as large as New 
Orleans, Pittsburg, Cincinnati or 
San Francisco. Brewing is our 
fourth industry, and is lead by 
iron and steel works, farm imple- 
ments and tanning. We are the 
largest of the lake ports in point 
of tonnage, and a great turning 
basin now being built by the gov- 
ernment will give us the advan- 
tage of Chicago in lake shipments. 
Few people realize how much 
freight traffic passes through 
Milwaukee. The town has never 
had a boom, and this has tended 
to keep it more or less unknown. 
The conservative element of resi- 
cents is shown in this lack of ad- 
vertising, and by the fact that in 
no other city in the United States 
are there so many citizens who 
own their homes and _ busi- 
ness places. It is the only city in 
the West that has no big office 
buildings owned by the insurance 
companies, and in no other West- 
ern city at present is the price of 
real estate so low or the outlook 
for increase in realty values so 
good. We have never been ex- 
ploited by Eastern capital. Taxes 
are lower than in almost any 
other city in the country, the 
health rate has been near the top 
among all American cities for fif- 
teen years, the percentage of crime 
is low, school facilities splendid, 
and one especial advantage to the 
growth of our manufactures has 
been freedom from strikes and 
labor agitation. For years we 
have had fewer railroads than 
any city in so important a 
geographical position, but  late- 
ly arrangements have _ been 
made to build,a new railroad and 
an interurban electric line between 
here and Chicago, the former con- 
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necting with the Chicago belt line. 
Work is under way on these. 
Another new railroad is projected 
to the north, and two more to 
the west and southwest. These 
mean untold development within 
the next five years, and I’ll vent- 
ure to say that if a man were to 
toss a dollar up in any part of 
Milwaukee business district and 
then buy the property it fell on 
he’d realize a remarkable profit on 
his money. Our total manufac- 
tures last year aggregated $285,- 
435,041; total canital invested in 
manufactures, $194,485,440; wages 
paid by manufacturers in 1905, 
$51,100,912; number of em- 
ployees, 88,362; wholesale business 
for 1905, $402,735.618; value of 
wholesale an1 jobbing establish- 
ments, $194,688,309; country pro- 
duce sold in Milwaukee in 1905, 
$82,202,936. 

“These facts we intend to set 
before general advertisers through 
the only medium we use—PRINT- 
ERS’ INK. There are only two 
issues in the newspaper business— 
what has the publisher got, or 
Circulation, and what can he get 
for it—Rate. What the Journal 
has is pretty generally known, for 
we have regularly stated circula- 
tion. and have the Guarantee Star, 
which is generally respected by 
advertisers. We have gone along 
on the principle that it doesn’t do 
to lie about your circulation when 
it is small. because when your pa- 
per actually srows up to your 
claims you can’t raise your rates. 
And I also believe that advertisers 
know a dishonest publisher before 
he knows himself. With the cir- 
culation to sell, and covering a 
city of Milwaukee's importance. 
we now propose to devote a good 
part of our energy to showing the 
foreign advertiser what an attrac- 
tive community the Journal cov- 
ers. If we can do that in a force- 
ful wav there is no question as to 
the abilitv of the general advertis- 
ing public to see the point.” 


In writing an advertisement, tell the 
‘ruth; then if you cannot think of any- 
thine else, repeat it.—Agricultural Ad- 
vertising, 




















A NEW THOUGHT 
STEAMSHIP ADVER- 
TISING, 


A new advertiser among the 
steamship pages of the magazines 
and in leading dailies is the Koyal 
Mail Steam Packet Company, an 
English steamship line that, while 
established for many years in 
Great Britain, has been a factor 
in this country only since Octo- 
ber, 1905. Heretozore the com- 
pany has run passenger boats from 
Southampton to West Indian 
ports, but last year a line of swift 
vessels was put on the run be- 
tween Southampton and New 
York, with another line from New 
York to the West Indies. Imme- 
diately the company came into 
competition with the most power. 
ful and famous steamship com- 
panies in the world, and to get 
its share of passenger traffic, re- 
sorted to advertising that is some- 
what different to the usual thing 
in such publicity. | Outwardly 
there is nothing very sensational 
about this advertising. Its merits 
are more or less inward. Ninety 
per cent of all the transatlantic 
passenger traffic of the United 
States, it is said, originates out- 
side of New York City. Most of 
it originates within 500 miles of 
the metropolis. There is no 
scarcity in the volume of this 
trafic during the long summer 
tourist season, being plenty to go 
round. Advertising, consequently, 
comes down to a question of guid- 
ing traffic, and to accomplish this 
the Royal Mail’s general agents 
in this country, Sanderson & Son, 
22 State street, New York, have 
established a form of service said 
to be entirely new. Whenever a 
local ticket agent inland routes 
passengers to Southampton via 
the Royal Mail, the general agents 
are notified and meet them in 
New York, attending to their 
comfort and giving assistance and 
information until they board the 
steamer. This service is so at- 
tractive to persons bound to 


IN 





Europe that, though it has not 
been very widely exploited in ad- 
vertising so far, the company pes 

f- 


built up a large business. 
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tangements are now being made 
to extend it to 150 points through- 
out the United ‘States, and as 
soon as everything 1s ready the 
company will begin an extensive 
newspaper and magazine cam- 
paign, featuring the new idea. 
Newspapers at every point where 
there is a local ticket agent will 
be employed, and the magazines 
will cover the country as a gen- 
eral proposition. ‘lhis advertising 
will continue practically all the 
year, for in winter the company 
has its West Indian tours. “At- 
tention on shore as well as on our 
steamers” is to be the company’s 
advertising theme, An office has 
been established uptown in the 
Flatiron Building, said to be the 
first opened outside the steamship 
center around the Battery. Rates 
and fares are also to be a feature 
of the advertising, a detail often 
overlooked in steamship publicity, 
yet one in which most persons are 
vitally interested. 

The Royal Mail advertising is 
placed by Foster Debevoise, an 
advertising agent in the Flatiron 
Building. Mr. Debevoise is a 
general advertising agent who 
has built up a business of about 
sixty accounts the past few 
years, rather quietly. Sander- 
son & ‘Son retained him a year 
ago to help in making the new 
company known in this country, 
and his work in co-operation with 
them has been so effective that 
lately, for better handling of the 
larger campaign that is in prepa- 
ration, he was appointed the 
Royal Mail’s passenger agent in 
this country, working under San- 
derson & Son. 

ee ee 


RIGHT OF PRIVACY. 


The New York Supreme Court has 
decided that a law passed in 1903, 
which was “enacted for the purpose of 
protecting the right of privacy,” is 
constitutional. This law was passed 
after the Court of Appeals, in 1903, 
reversed a decision of the appellate di. 
vision that a Rochester young woman 
whose picture had been used for ad- 
vertising purposes, without. her con- 
sent, had a cause of action against the 
users. The Court of Appeals said that, 
while a remedy was needed, the court 
had no power to provide it. The 
Legislature then provided the remedy. 
—Profitable Advertising, 
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THE BUTTERICK TRIO 





Talk itover with 
your Agent. 





THE 


New IpEa 


WOMAN’S MAGAZINE 


THE THE 


De LINEaTor DesIGNER 

















Tue Butrericxk TrRIo 


now guarantees a monthly circu- 


lation of more than 


|,600,000 


one million, six hundred thousand homes.—(About 10,000,000 





readers).—Magazines that pass from hand to hand, and from 


home to home,— 


among Women 
who buy at Retail Stores 
for Families. 











MoreE THAN 1,600,000 Every MONTH 
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THe BuTTERICK TRIO 












Talk it over with 
your Agent. 





Tue Burrericx Trio 


—Now the largest, most efficient, 
single power for business promo- 


tion in the world— 


THE THE THE 


DELINEATOR DESIGNER NEW IDEA 
WOMAN'S MAGAZINE 





ADVERTISING MANAGER 


CHICAGO: New York: 
First NATIONAL BANK BUILDING. BuTTERICK BUILDING. 





MorE THAN 1,600,000 EVERY MONTH 











Advertisements. 


All advertisements in “ Priuters’ Ink” cost 
twenty cents a line for each insertion, $10.40 4 
line ver year. Five per cent discount may be 
deducted wf paid for in advance of publi- 
caution and ten per cent on yearly contract 
putd wholly in advance of jirst publication. 
Displuy type und cuts may be used without 
extra charge. but wf a specified position is 
asked for an advertisement, and granted, 
double price will be demanded. 


WANTS. 


a. circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


—-_ of a change? ey are a capable 

man we have a position for you; hundreds 
of $1000-g5000 positions now open. HAPGOODS, 
Suite 511, 309 Broadway, N. Y. 


W AnTED—Competent advertising man capa- 

ble of working up good business for live 
agricultural paper. Good position for right 
man. “C. D.,” Printers’ Ink. 


ONCERNING TYPE—A Cyclopedia of Every- 
day Infcrmatioa for the Non-Printer Aaver- 
tising Man, get “typewise”: 64 vp., ac. postpaid, 
ag’ts wanted. 4.8, CARNELL, 160 Nassau St., N.Y. 





FFICIENT advertising man wants position 
az advertising manager. Will accept posi- 
tien anywhere in the United States and make 
good. iteasonable salary. Address ‘‘J-i05,” care 
Printers’ Ink. 


EWSPAPER_ REPORTERS--Bright young 
men who know what news is und how to 
wrie it, send for booklet No. 6 about positions 
FERNALD’S NEWSPAPER MEN’S EXCHANGE 
(estab. 1898), Springfield, Mass. 


Wa tere hustler who understands 
soliciting classifiea advertising. Prefer 
man now ov New York City paper. Address 
“HERALD,” care Printers’ Ink. 


Uy saree -Satnoe manager for an estab- 
lished monthly farm journal. Must be 
able to take financial interest and be competent 
to assume control of the business. Address ‘A. 
B. C.,” care of Printers’ Ink. 


OWELL graduate desires position with 

ency, or as assistant tu advertising mana- 

ger. Eastern Massachusetts, Boston, Worcester, 

or Brockton preferred. Highest references from 

Mr. Powell. Address “al-WRITEK,” 63 fremont 
8t., Brockton, Mass. 


| yg hd ADVERTISER and mail-order dealer 

shouia read THE \\V ESTERN MONTHLY, an ad- 
vertiser’s magazive., Largest circulation of any 
hag journal in America. Sample copy 
free. THE WESTERN MONTHLY, 815 Grand 
Ave., Kansas City, Mo. 


V ANTED, A TECHNICAL WRITER—The 

ae compressor builders want a tech- 
nical advertising writer. He should be young 
and an engineering graduate with practical ex- 
perience, including writing,and he must write 
catalugue English. Address “I. R.,” care of 
P.inters’ Inx, New York City. 


J ANTED—Able, honest, hustling man in Chi- 
cago; good adaress; business experience; as 
department head, projected great national illus- 


trated aay f paper; must have moderate capital, 
for which a large interest will be given: liberal 
salary; r to occupy absolutely untenanted 


pape . 
field, covering nation. with certainty of at least 
,000 subscribers within few munths. Kefer- 
ences given and required. Address ‘‘¥F. L.,” care 
of Printers’ Ink. 


ANTED—Clerks and others with common 
school educations only, who wish to quai- 
ity for reaay positions at $2» a week and over, to 
write for free copy of my new prospectus and 
endorsements from ieading concerns every- 
where. One graduate filis $8,000 place, another 
$5,000, and any number earn $1,500, The best 
clothing adwriters in New York owes his suc- 
cess 7 2 few ——— to my teachings. De- 
mana exceeds supply. 
GEORGE H. BOWELL Advertising and Ruat- 
ness Expert. 55 Metropolitan Annex, New York, 
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4 CIRCULATION MANAGER 


is wanted fora live, up-to-date morning paper 
in a city of 50,000. province of 300,000, None but 
Shea sneenoes an me ae builder need 
apply. Al.eferences required. Apply “CLRCU- 
LATOR,” care Printers’ ink. si 
_ YOUNG Mew AND WOMEN 

of ability wno seek positions as adwriters 
aud av managers should use the ciassified cul- 
amns of PRINTKRS’ INK, the business journal tor 
advertisers, puvlished weekly at 10 Spruce Si., 
New York. Such advertisements will ve inserted 
at 20 cents per line, six wordsto the line. |’RINT- 
kRs’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication in the United States, 

— (oo 


ADDRESSING MACHINES. 


DDRESSING MACHINES—No type used in 

_ the Wallace stenci) aaaressing machine. A 
card index system of addressing used by the 
largest publishers througboutthe vountry Sevd 
for circulars We do addressing at low rates. 
WALLACE & CO.. 29 Murray St., New York, 
401 Pontiac Blig.. 358 Dearborn St., Chicago. Ill, 
te 


ADVERTISING MEDIA, 
ffs EVANGEL. 
Scranton. Pa. 
Thirteenth year; 20c. agate line. 

(ps Troy (Ohio) RECORD is a daily of the 

Montreal Star class published in a 6.000 
town. Circulation covers city and Central] Miami 
County thoroughly. Send for rate card. 


> 















POST CARDS. 
AMPLES of post cards, post card half-tones 
and prices ge a ny them. Sent to those 
writing a letter of inquiry forthem. STANDARD 
ENGRAVING CO., Photo-Engravers, New York. 


oo. oo 
DIRECTORY OF NOVELTY MANU- 
FACTURERS, 


GENTS wanted to sell ad novelties, 254 com. 
+i 3 samples, \0c. J.C. KENYON. Uwego,N. Y. 


Oey Paper Weights with your advertise- 
ment, $15 per 1. Catalog adv. novelties 
free. sT. LOUIS BUTTON CO.. 8t. Louis, Mo. 
7OU can’t shake my faith in Greater San 
Francisco—can use good “Ad” Novelties. 
McKIM, The “Ad” Man, 2610 Market Street, San 
Francisco, Cal. 
7 RITE forsample and price new combination 
Kitchen Hook and Bill File. Keeps your ad 
before the housewife and business man, THE 
WHITEHEAD & HOAG Cu., Newark, N. J. 
Branches in all large cities. 


—__+o>—___——_. 
ADDRESSES FOR SALE, 








11 00 NEW add of Pasad 4; 
. 4,900 of Santa Barbara, $2.50. 
KUGENE A. GRANT, Pasadena, Cal. 


DO NOT MISS THIS. 


I have 250 names of Real Estate men and others, 
each of whom have mailed me $1 for my proposi- 
tion. Never circularized. This complete list and 
copy of ad that pulled them mailed for $!. A 
bargain. G.G. WALLACE. Box 1730, Pittsburg, Pa. 
———— 


ADDRESSING MACHINES AND FAC- 
SIMILE TYPEWRITERS. 


UTO-ADDRESSER—An office machine that 
saves 90 r cent. Besides selling the 
*‘AUTO-ADDRESSER,” we make an IMITATION 
TYPEWRITTEN LeTrER and fill in the address 
so that it cannot be distinguished from the real. 
pa J do wrapping, folding, sealing, mailing, etc. 
Ask us. 
AUTO-ADDRESSER, 310 Broadway, N. Y. 
—__ +o 


PATENTS, 





pem=PATENTS that PROTECT 


Our 8 books for Inventors mailed on receipt 
of 6 cts. stamps. R. 8. A. B. LACEY, 





Washington. BD. CO, Estab. 1869. 











_, weO@ OO, 


ons 
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SUPPLIES, 


"OTE HEADINGS of Bond Paper, 54x8% 
inches, seh envelopes ‘laid tp). 100 tor 62.5 
240 for $1.10; 500 for $1.60; 1,000 for $2.40; 2.000 for 
4.50; 5,00 for $11.00. Send for sampics MERIT 
RES, Betaolehem, Pa. 
y 7 D. WILSON PRINTING INK CO., Limited, 
e of 17Spruce St., New York, sell more mag: 
ouine cut ioks than any other ink house in the 
tra 
pevial prices to cash buyers. 
i ee Cold Water Paste is in dry powder 
form, mixes py adding cold water; no dirt, 
ond ae", no waste, will not stain Best vaste 
Sample package free. Bi.RNARD'S 
AGENCY. Tribune Building. Chicago. 


WHITE LABEL 
OVERLAY PASTE 


White, clean, odorless; sticks and 
is not tacky. Does not curl the 
paper. Sample free. 

L. B. FORTNER, 
36 and 38 Strawberry St., Philada., Pa. 

















ADVERTISING AGENCIES. 


A. O'GORMAN AGE CY. 1 Madison Ave. 
e N.Y. Medical journal advtg. exclusively. 


¥ OLDEN GATE ADVERTISING CO., 3400-3402 
J >ixteenth st., san Francisco. Ca). 


MYHE ItKLAND ADVERTISING AGENCY, 
Write for Different Kind Fe aehemely Service. 
925 Chestnut Street, PhilagelpLia. 


LBERT FRANK & Ci CU., 25 Broad Street. N. Y. 
General advertising’ Agents. Kstablished 

1872. Chicago. Boston. Philadelphia. Advertis- 
inzof all kinds placed in every part of the world. 


$166,040,872 rasepen, st Year ty 


can goods. Time you advertised in this profitable 
field. To do so ereney aud economically use 
our service which reaches the greatest number of 
meets and French, because backed up by 

knowledge and experience. THE DF: SBAL. A'S 
ADVERTISING AGENCY, Ltd., Suite 50, Sov- 
ereign Bank Bidg., Montreal. 


DISTRIBUTING. 


—_ BUTING was as placed during the month 

July in every town of any consequence 

in the Southeast by the Bernard Advertising 

Service for four of the acest peers of house to- 

house rg) in th : Write for esti- 

mate to CHAS. B NARD. 1516' Reune Builaing, 
Fs og 


—_—__+o+—_____ 
ILLUSTRATORS AND ILLUSTRATIONS 


DVERTISING Cuts for Retailers; good;chea oop: 
HARPER ILL Us. SxN DICATE, Columbus. 


MAILIN @ MA MACHINES. 


HE DICK MATCHLESS ae wrk, lightest and 
quickest. Price $ VALENTINE, 
Mfr., 178 Vermont St., Buffalo. OY. 


PRL NES ENBER 
POSTAGE STAMPS. 


Us U.S. or Can.; ship ¢ c.o.d, R. KF. ORSER, 
Broker, 2404 Mil aukee Ave., Chicago, Ll. 
pstedicaataellbe ~ stnccinidl 


TYPEWRITTEN LETTERS 


MITATION TYPEWRITTEN | ETTERS—Ioper- 
ate the largest plant in the world for the 
production of Circular Letters, and turn Lge 
out by the thousands or million in any style of 
typewriter type, Furnishing Typewriter Ribbons 
exactly for les and prices. 
You will wonder how it’s possible’ for me to pro- 
duce such perfect work at so low a price. 

‘To printers and manufacturers operating their 
own plants lam prepared to furnish Ink for cir- 
cular letter —, in all colors—black, green, 
blue or pu fe, with Typewriter Ribbons exactly 
matching tite for particulars. M. M. ROTBS- 
& —— Circular Letter Specialist, 96 Fifth Ave., 


Chicago, 


























CARDS. 
OST CARDS of ae very description are made by 
us. We sbip to al rts of the world. Par 
ticulars on request. U. 8. SOUVENIR POST 
CARD CO.,1140 Proaaway. N.Y. 
PRINTERS. 


RINTERS. Write RK. CARLETON, Omaha, 
Nev., for copyright lodge cut catalogue. 


K Lal catalogues. vook iets. circulars, adv. 
ter—ail kinds, \\ rite for prices. THE 
BLAIR 1 PTC. Cu.,, 514 Main St.. Cincinnati. 0. 
—_——_+or—_—_——_ 
BOOKS. 


*¢ ator THE FARMEK” is the greatest ad- 
vertixsing plan ever created to catch far 
mer trade. kxclusive to one merchunt in a 
town $5. R.. only to retail mercbants on five 
days’ approval. ‘xo cure, no pay.” CLARNck 
80 SLE ey Fiftn Ave., Chicago. 





Successful Advertising. | 
HOW TO ACCOMPLISH IT. 





A book for retail mer- 
chants and beginners in 
advertising. Will be sent, 
postpaid, upon receipt of 
Two Dotuars. Address 


Printers’ Ink Publishing Co., 
hed Spruce St., New beneed? 


—__+o>—_——. 
TIN BOXES. 











| he you have an attractive. bandy package you 
will seil more goods and get butter prices tor 
tbem. Decorated tin boxes h.ve a rich appear- 
ance, don’t break, are handy, ana prererve the 
contents. You cap "buy in one-half cross lots and 
at very low prices, toc. We are the folks who 
make the tin boxes for Cascareta, Huvlers. Vase- 
line, Sanitol. Dr. Charies flesb Food. New-Skin, 
ana, in fact. for mo-t of the “big guns.” Rut we 
pa; just as muchattention Esai: “little fellows.” 
Better send for our now illustrated catalog. It 
contains iots of valuable infor ner and is 
free. AMERICAN STOPPER MPANY. 1) 
Verona Street. Brookiyn. vo ‘The largest 
maker of TIN BOXES outside the Trust. 
———_ ++ — 


COIN MAILER, 








1 00 for ¢3. 10,000. $20. Any printing. Acme 
Coin Carrier Co.. Ft. Madison, la. 


———_+o>—___—_ 
PAPER. 


BaSSETT & & S01 TPHIN, 
45 Beekm=n xt.. New York Cit 
Coated papers a speciaity. Bh sth B Perfect 
White for bigh-graue catalogues 


HA LEI TONES. 
ERFECT copper nailt-tones, | col.. $1: larger 
10c. per in- THE YOUNGSTOWN ARC EN- 
GRAVING CO.. Youngstown. Ohio. 


NEWsraPer HALF-TONES. 
2x3, 75c.; 3x4, $1 ; 4x5, $1.€0. 
aes s when —_ accompanies the order. 


Sena 
KNOXVIIL LE "ENGRAVING CO., Knoxville, Tenn. 


H4| F-TONE or line productions. 10 square 
inches or smaller. delivered prepaid. 7ic.; 
6 or more. 50c. each, Cash with order. All 
newstmmper sereens. Service day and nigbt. 
Write for circulars. Keferences furnisheo. 
pha he att process-engraver. 2, O. Box $815, 
Philadelphi 





la, ba 


{ 
| 
i 
| 








CLASS PUBLICATIONS. 





20,000 Buyers 

of ($1,025.000,000 annually) 

Hardware, Housefurnishing 
Goods. ete, 


Read every issue of the 
Hardware Dealers’ 
Magazine. 

Write tor rates. Speci- 
men Copy mailed on re- 

quest, 
258 Broadway. N.Y. 





PRINTERS’ 








INK. 


CARD INDEX SUPPLIES, 


pur CARD INDEX QUESTION will be quickly 
and easily settled by getting catalogue and 
price te the manufacture: This means us. 
STANDARD INDEX CARD COMPANY, 
"Wiedeauen Bldg.. Phila. 
peactettationt Ss taeenshtedectiy 


PUBLISHING oy iNnes OPPORTUNI- 


4 ONTALY class journal foundation, 
Established twenty-eight years, 
Is run down, but still makes profit. 
Capable of great enhancement. 

Physical —s about $15,000, 








—_—_ +o —__—_—_ 
PREMI REMIUMS. 
mp aoe: SANDS of suggestive premiums suitable 
for publishers and others from the foremost 
makers and wholesele dealers in jewelry and 
kindred oe Ps ge list Yap illustrated 
catalogue. (© reatest book of its kind. 
Published ae. sath issue now ready ; free. 
8. F. MYERS CO., 47w. and 49 Maiden Lane, N. Y. 


——+or—— 
MONEY oY MAILERS. 

ONEY MAILERS—$1.90 p er M. Samples free. 
M KING KOIN TKARKIER CO, Boveriy. Mass. 
——_+o>—__—_—_ 

COIN CARDS. 
85 PER 1,000, Less tor more; any printing. 
) THE COIN WRAPPER CO.. Detroit, Micb. 
———_+o+ 
ADVERTISEMENT CONSTRUCTORS. 


pron ate ads “ the right kiud, at the right peiows, 
ht now and get our prices. MIL- 
LER’S AD $ VICE, 2143 Monroe St., Chicago. 


WILL DO YOUR ADVERTISING for 20c. a 
week. Sena for ae Retail Dry Goods 
and General Merchants Te No postal cards. 
CLARENCE SOUSLEY, 201 Fifth Ave., Chicago. 


or TIS SS COSTLY !! 
for a man in an ess or profession 
whatsoever, to be FOR OVEN, — : a“ 2% what 


makes oblivion come so v 4 Sg h.” The 
man who is REMEMBERED by a ym about to 
place an order is the man who gets that ORDER 
every time, whereas the man who is FORGOT 
TEN don’t. | make a specialty of building little 
memory jogging “things” of various kinds that 
when persistently used iaoarot their promulgator 
against being so EXPENSIVELY FORGOTTEN. 
Many of these “little things” of my “get” slip 
into the regular 6 envelope and into “heads” 
from No. 7 upwards and say in small space — 
as much as need said t» a busy man with bis 
thirst for “hotair’ and “padding” under 
perfect control. Im always giad to send 
samples of a a to those ng oo. 
oO 
know too much to fot nol a postal card when asking 


that a ez be 
EMBER THIS, MY BRETHREN!! 
You cannot Aiea a ong memory too 
often if done discree - 
FRANCIS I MA 
Commercial Literature ~ 4 tit Kinds, 
No. 20. 402 Sansom St., Philadelphia. 


Financial Advertising 
IS OUR SPECIALTY 


Communicate with us if you have a 
proposition which you desire to finance 
through advertising. 

We have a force of expert financial 
advertising writers who prepare copy 
that makes money for our clients. 

We have bought recently over 
$250,000 worth of space, and use only 
mediums which we know have proven 
profitable. 


Ben LevenAdvertisingAgency 
Specialists in Financial Advertising 
Marquette Bidg., Chicago 





Groans b 
Net profit $3.0 in. ‘eR 


Broker in Publishing Property, 
253 Broadway, New Y 


FOR SALE. 


OR SALE—Headletter ine for standard 
linotype at a bargaiu. NEWS-DEMOCKAT, 
Paducab, Ky. 


N account of change in the class of work 
done, we offer for sale the foilowing ma- 
chines, each of which are in first class condition: 
Wesel Saw Table, size 21x19 inches; $50. Eight- 
column Wesel Stereotype Steam Tavle, with gas- 





heated generator, funnel and pump; $80. . B 
Smith Machine Company Electrot; Saw Table, 
new xbout 1900. size 28x25 inches; Combina- 


tion Small Casting Box and Steam Table, made 
Carlton Caps Com any, about 12 yearsold, size 


12x24 inches; $15. THE PATRIOT, Harrisburg, Pa. 


&. 1 Scott hehe, 
printing twenty pages, size 11x16 inches, from 

8,000 copies per hour, folded and pasted. 
Ali machines in mee order. Js replaced id 
modern rotary presse: Bargains for quick 
buyers. Address THE CROW TEL PUBLISHING 
CO., Springfield, Ohio. 


Circular Advertisers 
Sample Advertisers 
Medical Firms 
Let Us DISTRIBUTE 


your advertising mat- 
ter. We have an or- 







ganization that en- 
ables us to cover any 
territory and reach 
any class of people. 
Through reliable 
agents located in the 
United States and 
Canada, we can dis- 
, tribute your matter 
more effectively and 
much cheaper than it 
: can be placed in any 
other way. 


i F: 
ae BEST SERVICE 

LOWEST RATES 
Our Distributers’ Directory mailed free 
to Adverusers desiring to make contracts 


direct with our aistributers. We guarantee 
good service. Correspondence solicited. 


NATIONAL DISTRIBUTING CO. 








700 Oakland Bank Bdg.,Chicago,U.5.A. 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 383 UNION SQUARE,N.Y. 
READERS OF PRINTERS’ INK WILL RECEIVE. FREE OF CHARGES 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 







It may, sometimes, be excellent lustrations showing the uses of 
judgment to advertise the merits an automobile lamp, but a simple 
or uses of an article by depicting picture conveying the impression 
the disagreeable things that will of intense light, like No. 2, is far 
happen to the man who doesn’t 
possess it. In most cases, how- 
ever, there is more real salesman- 
ship in the kind of pictures that 
tempt rather than warn. The 
keynote of this Solar Lamp ad- 
vertisement is found in that part 
of the copy which says: “Night 
rides are fun with a good light 
and plenty of it.” This is un- 








Nicht “yarns 
8 Bs. Risky 


motor car without a. first-class 
set of Lamps? 

Night rides are fun with a good 
light and plenty of it—but you need 
a bright, never-failing ray to pene- NO 
trate the darkness and uncover the 2 
dangers—a brilliant, piercing ray ? 
straight ahead anda broad fan- better adapted to the purposes of 
shaped light close in front. ; $ 

Solars give both—and plenty of this advertiser, 
light. * * * 


Nearly every furnace advertiser 

BADGER BRASS WEG. CD, f aa in the country seems to be firmly 
1 Warren Street, if awe convinced that no matter what he 

; says, or what the character of his 

advertisement may be, two things 
are absolutely essential: One is a 
picture of his furnace and the 
other is a picture of a house. In 
doubtedly true, and in itself forms this Hess Company advertisement 


the suggestion for a most excel- we have them both. The furnace 
lent illustration. As the adver- 


tisement stands, however, the il- 
lustration negatives the thought in —— 
the copy, as it portrays a con- Darpaess sod) Cold dont get iota a boss having Bi 
fused and unfortunate gentleman [fi Ey erertire sign. ie has sect body wien 

















has st ‘ 
seasiog, leaned a 
ee \ 


sprawled on the edge of what AQ Ss end aby pore 





seems to be a bottomless pit, and 
we are to infer that his plight is 
occasioned by his carelessness in 
failing to supply himself with a might be a furnace, a chimney or 
Solar Lamp. To be sure, this ad- a sack of -fertilizer. The house 
vertisement was a small one, and is a cold, cheerless, forbidding 
there is not much room for il- sort of proposition—a dwelling 
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that looks as if it had been to let 
for the last ten years. This ad- 
vertisement would be distinctly 
better off without either of these 
pictures. What is the use of 
showing a furnace unless the pic- 
ture reveals clearly some distin- 
guishing feature of the furnace, 
pointed out by the copy? What 
is the use of showing a house that 
looks as if it never had a fire in 
it and is no more attractive than 
a county jail? 


* * * 

A few words will dispose of the 
distressing incident which is re- 
sponsible for this American Twin 
Freezer advertisement. Mrs. 


matter what you want to be or 
want to have done, somebody 
stands ready to help you, and you 
have only to look in almost Any- 
body’s Magazine and you will find 
his picture, with a big headline 
commencing with a perpendicular 
pronoun, telling just what the ad- 
vertiser stands ready to do for 
you and what it will cost. The 
portraits show all sorts and con- 
ditions of men, representing a 
wide choice in the matter of hair 
and whiskers, and all ages from 
advanced senility to extremely 
raw adolescence. It would be 
libelous to comment upon the, por- 
traits in detail. The copy sounds 
















please both the Jack Sprat 
who likes cream, and the wife 
who likes sherbet, by making 
any 2 flavors at 1 freezing. 

Any other way of making two 
flavors means two freezings, with 
double ice and labor. 

Do it sitting down, an easily 
rocked lever eliminates all tire- 
some turning, a double dasher 
and_divided can assure two 
highest quality frdzen desserts 
without one tasting-of other. 

Has, in addition, all the patented 
improvements embodied by its makers 
in their Lightning, Gem and Blizzard 
Freezers —durable pails bound with 
electric welded wire hoops, cans with 
drawn steel bottoms ato Rene fall 
out and automatic scrap 

Ask your dealer to thew you the 
American Twin Freezer. 

Booklet, “Frozen Sweets,” 

y Mrs. 


North Bros...Mig. Co., Philadelphia 















I WILL MAKE.-YOU 
\A Prosperous | 
A) Business Man 


iy you are honest and ambitious write me 
today: no matter where you live or what your 
vecnpation, Twill teach you ‘the Real Estate, 
jeneral Dacesu and Insurance 


Qssistants. have had hifelong sue- 
cessful experience and have he! 
“hundreds of inexperienced men to im. 
pe and | laaaeat success and b 
will bel 





his Oy an sunenat op 
“tunity for men with t capital 
to become independent for life. 
Cat out this ad and 
free booklet, proof of my statements 
oak a particulars. Address nearest 
offi 


EDWIN R. MARDEN, Pres’t 
National Co-Operative Realty Co. 
1426 Athenaeum Bidg., CHICAGO 
1426 Evans Bidg., | Washington, D. C. 

















Spratt was in the seventh heaven 
of delight over a sherbet made by 
her own fair hands, when Mr. 
Spratt, who doesn't like sherbet, 
and hates to see his wife enjoying 
herself, hurled the freezer at her, 
striking her on top of the héad, 
disarranging her pompadour and 
inflicting other serious injuries. 
This is a new way of “showing 
the article advertised.” 
* * * 

This advertisement of Mr. Mar- 
den, who will make you a pros- 
perous business man, is repro- 
duced here as typical of a class 
of advertising which is a feature 
of the current magazines. No 








much the same—with - slight 
changes the advertisements of this 
class would be interchangeable. 
“Why work in the subway? I 
can make you a-railroad presi- 
dent.” “I can paint your house 
for $4.68. Send me your weight, 
age and color of hair on a postal 
card and I will explain how I do 
it.” “I made a million in raising 
peanuts, and I can show you how 
to do it.” Mark Twain once said 
that in Germany the police 
authorities virtually said to the 
people: “You get born and we'll 
do the rest.” It looks as if the 
advertisers of this country were 
adopting that attitude, 














Chiclets may be really delightful 
and it may be true that, as stated 





Chiclets 


REALLY 
DELIGHTFUL 


; wst RIGHT AFTER DINNER : 
; Try Them! (yan eal ‘ 


ba Any j-bber will supply, « us wen cent ot 
FRANE H. ee storekee| 

Ph: & COMPANY, Inc. 

iadelptin, U. a <5 Toronto, pa 


ictete in  pouit fA ‘ 
Cniclets. fi 








they are 
Confections 


in their advertising, 
dainty and delicious. 
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43 
are not properly ‘represented, 
however, by an _ advertisement 
such as the one shown here. An 


advertisement of anything which 
is to be eaten should print clearly 
—especially at a time when we 
are rapidly becoming convinced 
that nothing is fit to eat unless 
we kill it, or pick it, and cook it 
ourselves, 

This design was originally used 
as a poster and in poster form, 
with its attractive coloring, made 
an effective showing, but reduced 
to a quarter-page magazine space 
the result is about what might be 
expected. It is not perhaps quite 
fair, however, to criticise one ad- 
vertisement in an extended cam- 
paign remarkable for the excel- 
lent results achieved, 

—_ +o 

Ir is the hope of every advertiser 
of farm implements that some day he 
may have a farm of his own upon 
which to use them.—Agricultural Ad- 
vertising., 

— +2 


Tue man who confidently expects a 
dull season will probably not be dis- 
appointed.—Advertising World, 











‘Never Been Excelled” 





beats all others. 


Lesher, Mauch Chunk, Pa. 


trial order, whether it be 


17 Spruce St. 





Your colored inks are simply perfection, while the price 
Your copying inks, by the way, which I 
have been using these past ten years, have never been ex- 
celled by any other house either in quality or price—/. C. 


My new sample book containing one hundred and 
twenty-five specimens of my best selling inks seems 
to have made an impression, and every printer who 
receives a copy sends an order or a promise to 
remember me when in the market. 


dred pounds, and if the goods are not found up to 
the standard I claim for them the money is re- 
funded, also the transportation charges. 


PRINTERS INK JONSON 


All I ask is a 
one-quarter or one hun- 


Address 


New York 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invitedto send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this departmeat. 








RoTHSCHILD, MEyers & Co., 
Importers of High Grade Enameled 
Ware. 

524 to 528 Broadway, Cor. Spring St. 

New York. 
Editor Ready Made Department: 

I hand you inclosed a set of three 
of my ad_ suggestions to the retail 
hardware’ dealers for May and June, 
and suggestion for window display, 
with copy for window show card. 

Kindly give your opinion of these 
ads, and the display if you consider 
them worth while. 

I also inclose one trade paper adver- 
tisement which is part of our prelimin. 
ary advertising campaign. 3 

Your criticism will be appreciated. 

Yours very truly, 
J. W. Lrnpav, Jr., 


Adv. Mgr. Rothschild, Meyers & Co. 





Taking up the last paragraph 
of your letter first, I should say 
that you have hardly made the 
best use of your full page two- 
color ad addressed to dealers. 
There is too much of display and 
too little of real information. Of 
course, the seamless and rivetless 
utensil, all other conditions being 
equal, is better than the seamed 
and riveted one; but do you sup- 
pose for an. instant that the dealer 
is going to think out for himself 
all the points of betterness when 
you haven't taken the trouble to 
tell him one of them? Not any. 
It isn’t safe to assume that the 
dealer is going to know how much 
better the seamless and rivetless 
ware is, just because he happens 
to be in the business. The thing 
to do is to tell him what he can 
tell his customers about the ware 
—how easily it will sell when he 
shows them the difference; and, by 
the way, that suggests a seamed 
and riveted and a seamless and 
rivetless pot cut sectionglly to 
show the difference, as a part of 
each order—as sort of a demon- 
stration. If the dealer “ought to 


know” about your “assortment 
ZZ,” why don’t you tell him some- 
thing about it in your ad, at least 
enough to make him want to 
know more about it? The adver- 
tising and window trim sugges- 
tions for the dealers’ use are very 
good, but the ad suggestions are 
not very strong typographically. 
These also, I believe, should con- 
tain cuts showing the difference 
between the seamed and seamless 
utensils. It would probably pay 
to put up a few sample window 
displays of the ware in your own 
store, photograph them and repro- 
duce the photos with directions 
as to how the same effects may be 
secured. That would be much 
more to the point for the average 
retailer than all the printed direc- 
tions you could send him in a 
year. I would also send him the 
necessary window cards, ready 
printed, for not five dealers in 500 
will make a card from your in- 
structions, and the three or four 
who do will botch it somehow; 
not because the average dealer 
doesn’t know enough, but rather 
because when he isn’t too busy 
to do it, he isn’t sufficiently im- 
pressed with its importance. 

Here is ad suggestion No. 2, of 
the three sent: 








A SUGGESTION FOR A WEDDING 
PRESENT: A SET OF “ELITE” 
KITCHEN UTENSILS. 


1 qt. Tea Pot 
2 ‘** Saucepan 
6 “ Tea Kettle 
4 “ Preserving Kettle 
Skimmer 
Ladle 
Mixing Spoon 
Wash Basin 
Mixing Bowl 

Price for the complete set.. $..... 

Of course you don’t have to get the 
above assortment complete. 

You can buy just the pieces that 
you want to give. 

What a welcome addition to a young 


RARAAAAAH 











bride’s wedding presents such a prac- 
tical and handsome gift will be! 

This stamp of durability—‘‘Elite’”— 
burnt into the bottom of a cooking 
utensil has the same meaning as the 
stamp “Sterling” has on a piece of 
silverware. 





And this is the suggestion for 
window display and card: 





Using white oilcloth for the walls 
and floor covering of your window ar- 
range a complete model kitchen, show- 
ing range, kitchen table, sink, neces- 
sary shelving, etc. 

Display a complete set of all neces- 
sary articles in Elite ware set about 
the kitchen in such ‘a way as they 
would be when in actual use. 

On every article there should be a 
small price card showing the exact 
price in plain figures, 

In a prominent place in the display, 
have a large showcard, size 17x22, let- 
tered in black and red, using the fol- 
lowing wording: 

Handsome display, isn’t it? 

That ware is Elite. 

We'll fit up your kitchen 

Exactly the way this one looks 

POP Baccus 

As a suggestion—what do you think 
of some “Elite’’ enameled ware as a 
wedding present? 

It .outwears all wares, and we ean 
prove it—or no—you can prove it to 
yourself, 

“The proof of Elite is in the trying 
of it.’ 





The Advantages of Brussels Carpeting 
Clearly and Convincingly Stated. 
From the New York Times. 





Brussels a 
Housekeeper’s 
Carpet. 


The Brussels is truly a 
housekeeper’s carpet—for of 
all carpet weaves it is the 
most easily swept. Its close 
weave and hard surface re- 
fuses to let dust work its 
way in, and the morning 
sweeping thus becomes a light 
task. 

Among our 300 and more 
new Spring designs will be 
found harmonious selections 
for each room and hall of 
the house. 

Prices are from $1 a yard 
up. 


W. & J. SLOANE, 
Broadway & Nineteenth St., 
New York. 
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The Man Who Calls for a Washable 
Waistcoat May Be a Suit or Hat 
Buyer Before He Gets Away. 








.set” and “Allen” Ribbon 




















Washable 
Waistcoats. 


We place on sale to-day at 
12 o’clock noon 225 wash- 
able Waistcoats, comprising 
some of the best Spring and 
Summer designs (broken 
lots) slightly soiled from 
display, 

Waistcoats that sold at 
$1.50, $2 and $2.50. As the 
quantity is small (225) the 
sale opens at 12 o'clock 
noon. 

Your pick 67c. 

HOPE, 
Broadway cor. Chambers St., 
New York, 


— — 





| 





A Seductive Shoe Story, Written 
Fred C. Abbott, a Newport News 
(Va.) Creator of Publicity. 


- 





The Sweet 
Girl Graduate 


Needs must be handsomely 
attired for the occasion of 
her graduation, for it is one 
of the important events of 
her life. 

The right sort of shoes 
have a heap to do with the 
effectiveness of her costume 
—they’re absolutely essential, 
for without dainty, becom- 
ing footwear the charm and 
attractiveness of the whole 
outfit is lost. 

Eisenman has the right 
sort and they’re marked at 
the right prices too. The 
most exquisite showing of 
ultra-fashionable Summer 
footwear ever exhibited on 
the Virginia Peninsula can 
be seen here. 

The “Gibson” and “Chris- 
ty” Oxfords and the “Sun- 


Ties are those that are re- 
cognized by Dame _ Fashion 
as the smartest styles. 

They come in all the cor- 
rect leathers—on shapely 
and comfortable lasts— 
French and Cuban heels,, 
hand turned and extension 
welted soles, at $3 and $3.50. 
Others at $2 and $2.50. 

EISENMAN’S SHOE 

PALACE, 
Washington Ave. and 26th 
treet, 


Newport News, Va. 
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From Walter Burke, adwriter, 
336a George street, Sydney, N. S. 
W., comes a series of attractive, 
two-color circulars, each about 
5x8 inches. They are set with 


rare care and with the red dis-|: 


play lines, black text and an ar- 
tistic border just heavy enough to 
hold the ad together without 
overshadowing it, are restful and 
appealing to the eye. Each starts 
off with a little talk about the fa- 
cilities of druggist S. H. Hill, of 
Wahroonga, and winds up with a 
brief description of a headache 
cure, a hair tonic or some other 
special preparation. The general 
character of these ads may be 
judged by the one here repro- 
duced, though the strong typo- 
graphical effect is lost. I would 
say right here that it seems hard- 
ly fair for Mr. Burke to have 
appropriated in connection with 
Hill’s dentifrice, a phrase which 
was originated for and has long 
been used by a manufacturer 
whose product is probably adver- 
tised and sold in every part of 
the civilized world. 





WHATEVER THE DOCTOR PRE- 
SCRIBES OR SUGGESTS WE 
CAN PROBABLY SUPPLY. 


We carry a_ stock of practically 
everything that is needed; but if, by 
any chance, some unusual article is not 
in stock, we’ll get it up from the city 
at short notice, and deliver it right at 
your house. In urgent cases this can 
be done under two hours. Don’t hesi- 
tate because you may not be a regular 
customer—this service is for every- 
body, and there’s no extra charge, We 
keep two messengers specially for the 
work. 





IF YOUR HAIR IS FALLING OUT, 


Or is harsh and dry, try our Hair 
Tonic. It is compounded from a stand- 
ard formula, and contains. Bay - Rum, 
Cantharides, and Bitter Apple—all ex- 
cellent for the hair. 

Price: 2s, per bottfe. 


PRINCIPAL CAUSE OF 


DECAY IN TEETH 
is a minute organism which multiplies 
very rapidly, portions of food that find 
lodgment between the teeth being the 
medium for the development of this 


THE 
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: If you use Hill’s Ivorine 
Dentifrice, it will preserve your teeth, 


organism. 


tender the breath 
health to the gums. 
teeth, not bad for 
bottle. 


sweet, and impart 
It’s good for bad 
good teeth. 1s. per 


Ss. H. HILL, 

(M. P. S. by Exam.) 
PHARMACEUTICAL CHEMIST, 
Wahroonga. 

Telephone 69 Wahroonga. 

A Good Savings Bank Ad, from the 

McDonald (Pa.) Record. 








Waiting for 


Fortune 
means, most times, dying 
poor. It isn’t always work- 


ing hard that brings compe- 
tence for old age—i:’s sav- 
ing rightly what hard work 
wins. Jollars deposited 
here now—gaining 4 _ per 
cent annual interest, that 
compounded semi-annually— 
mean double dollars in few- 
er years than you’ll realize 
unless you stop to figure. If 
you call or write we can 
show you to a cent how a 
dollar will grow according to 
our plan—safety with every 
cent. 


MIDWAY NATIONAL 
BANK, 
Midway, Pa. 


We pay four per cent in- 
terest on time deposits. 








= 








Some Distinctly Good Brooklyn 
“Copy,” Running in the New York 
Times. 





Without a doubt the pop- 
ular hat this Summer is go- 
ing to be our light-as-a- 
feather Mackinaw straw. 

It is soft, pliant and con- 
forms to the head like a 
felt hat. 

It has a 3-inch crown, 2% 
inch brim, slightly rolled at 
the edge to give it proper 
support. The coolest and 
most comfortable, and one of 
the most popular styles we 
have gotten out in many a 


day. 

The regulation straws; 
split, sennet Mackinaw and 
Panama—in all the accepted 
shapes for this season’s wear 
—we have them. 


BALCH, PRICE & CO., 
Fulton and Smith Sts., 
Brooklyn, N. Y. 
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Good Bait, from the Louisville (Ky.): Good Vay to Put It. From the 
Evening Post. Bangor (Me.) Daily Commercial. 


—. 








Specials for A New Straw 


Fishermen. Hat for 3c. 

Special fishing rod, made ane ait oe be 
< aoe, ee cer Bamboo, Bleach treatments (you can 
three joints, black enamel do ft ia Gee milavtm) and 
grasp, nickeled reel seat. We you'll have as handsome a 
purchased a large supply at hat as when it was new. We 


pg ie hence the low - Re es of the Hat 
4 . each for 10 cents to reju- 
was — a venate three hats. No won- 
quadruple reel, flax bass line, der we sell a lot of it every 











good barrel float, 6 assorted year! 
sinkers, snelled hook, string- CALDWELL SWEET, 
er and hook extractor; a 26 Main Street 
regular $2.25 outfit; Satur- B M . 
day only, $1.50. | anes, es 
Store open to-night. ere ere i ao ay 
THE oe Co., There Is Always Something New in These 
ne — Martindale Ads, Yet It.Is Always Some- 
saa _ thing Related to the Subject in Hand. 











Two Good Sections from a Full Page 7 
in the Peoria (Iil.) Star. W hy We Should 
Drink Wine With 




















Last of the Mussed Our Meals. 
‘ . A pure wine is pure grape 
Shirt Waists, 95c. juice, ana grape juice is fruit. We 
take frait with our meals, then 
Enough left after the why not wine ? 
whirl of to-day to last out In claret drinking countries 
Saturday. dyspepsia is practically unknown. 
Made of lawn or mull, ‘| So is stomach trouble in general. 
many of them in lingerie With these people, claret is more 
effects. Mostly trimmed with frequently drunk than water— 
lace insertion—a few with particularly so at meal time. 
embroidery or left plain and _Ever since the days of Ascle- 
tucked. Open front or back, piades leading physicians have 
Short or long sleeves. Fancy sanctioned light wines with meals. 
tucked stocks. Regularly ——- that — old 
ca é i oman wrote a special treatise 
ne age Teed on it in 96 B. C. And his preach- 
Too. ments have been followed ever 
since. 
| F ° The prejudice against other 
Late Styles in stimulants has b i 
y no means im- 
| P l paired the value of vitalizing 
| arasoOls. a. the most nutritious of all 
| ight wines. 
| No wonder a parasol is | Royal Claret, our own bottlin 
Pp 2 g 
such a dangerous weapon is absolutely pure. There are 
in the hands. o€ a pretty older clarets than Royal, but not 
woman! one is any purer. Many not so 
Never were they so beau- pure, 
tiful! To those who value strong di- 
There is generally one of gestive organs we advise Royal 
. : Claret. We recommend Royal 
a kind, and prices run from y 
acahnn! $2 to $10 Claret for the sick room because 
Titan sod * pompadour of its tonic effect. Try it, to- 
site, belles a vortety of — 6 splits, 60c.; 10 splits, 
lingerie effects. We ; : 
Frames are mostly _ brass Mi aa in Camden and 
and handles natural an 
wae woods—all Summery THOS. MARTINDALE & CO. 
VERIRe: Teas, Coffees and Groceries, 
SCHIPPER AND BLOCK, Tenth and Market Streets, 
| Peoria, IIl. Philadelphia, Pa. 
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ROWELL’S AMERICAN NEWSPAPER DIRECTORY 














for guarantee of circulation rating in Rowell’s American N 


: E PRINTERS’ BLISHING Company, 


Manager. 
$ 100.00 Publis of Rowell’s Amerighh Es*spaper Directory? ee 








CONDITIONS. 


The absolute correctness of a circulation rating in Arabic figures iu Rowell’s American Newspaper Directory, or to be inserted in the next issue of the book, based upon a satisfac - 
tory statement from the publisher of a paper, of the actual issues fora full year, is nteed. by the Directory publishers, under a forfeiture of one hundred dollars, able to the 
first person who su: ‘ully asaails the accuracy of the said rating. The guarantee thus made. and the forfeiture offered by the Directory, is secured by the publisher of the paper by 
the payment of one hundred dollars to the publishers of the Directory asa permanent deposit. The guarantee is perpetual so long as the pa in detail duly 
euthenticated and the Directory continues to be published. The money paid is not to the publi atany time or under any circumstances. 








